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Rough Proofs 


Danger perfume, that new and 
expensive Parisian concoction, is 
“not for the timid.” At $27.50 a 
yottle, it couldn’t be. 

’ 


7s 


Come to think of it, is timidity 
<till a characteristic of those fem- 
‘nine natures by whom the free- 
iom of the modern world has been 
«) fervently embraced? 


. = @ 


A new type of tractor has been 
‘nvented with a heated cab, thor- 
oughly air conditioned and 
equipped with cushioned seats. At 
last the farm boys will know where 
to take their girls these cool fall 
evenings. 

v 


> ¥ 


“250,000 Sign for New Short Cut 
Education.” — ADVERTISING AGE. 
Now if some bright lad will in- 
ent a short cut to Hollywood, he’ll 
sell a million. 


lo 


i se 


Studebaker’s new campaign will 
feature style as Paris sees it. And 
here’s hoping that Paris styles 
won't take on too much of a mili- 
tary flavor before the South Bend 
operation gets under way. 

v v v 

Inasmuch as Czechoslovakia will 
continue to advertise for American 
tourist trade, their representatives 
are right in line for honorary mem- 
berships in the Optimists’ Club. 

v v v 

The William J. Burns Detective 
\gency is now going in for busi- 
ness research. How to make a profit 
days is a job well worthy 
! the talents of Old Sleuth. 


these 


v ’ v 


Many grocery stores, reports A. 
C. Nielsen, are now selling razor 


blades, cold remedies, dentrifices 
ind aspirin. The neighboring drug- 
gists are probably customers for 
the latter. 

’ v ’ 


Japan has canceled the world 
dvertising congress scheduled for 
Tokio in 1940. If there’s anything 
‘he Nipponese have more than 

ough of already, it’s advertising. 


v v v 


Paul Zimmerman compares the | 
of selling the complete elec- | 
cal kitchen to merchandising an | 
itomobile in one piece. The only 
‘ifference is that the motor makers 
it that they still need gas. 
’ ’ v 
‘owel Crosley hints that he is 
King of entering the automo- 
‘Susiness. After rehabilitating 
Reds, bucking Ford and GMC | 
look fairly easy. 
’ ’ ’ 
erican Can Company hasn't 
vealed whether it intends to show 
ew movie glorifying coffee to 
onents of beer, wine and cocoa. 


>» = @ 


cago Cubs fans flashed an-| 
look at Gabby Hartnett and | 
‘vndered why it had taken them | 
2 to recognize Santa Claus. | 


Copy Cus. | 


Direct Mail Clinics 


Star ‘Doctors’ 
from Many Fields 


Diagnosis, Formula, 
Given Spotlight at 21st 
Convention 


(Other DMAA sstories and pic- 
tures on pages 2, 27, 34 and 39) 


Chicago, Sept. 29.—The increas- 
ingly broad scope of direct mail in 
today’s advertising tasks was em- 
phasized here yesterday as the Di- 
rect Mail Advertising Association 
opened its convention with experts 
from many fields presenting a 
quasi-medical program in diagno- 
ses, formulas and applications of 
these formulas in use of the me- 
dium. 

Diagnoses for both a complex 
organization and a “one-man” ad- 
vertising department were offered 
at the initial session by L. L. Shoe- 
maker, merchant service depart- 
ment of the National Cash Register 
Company, Dayton, and Douglas W. 
Coutlee, director of advertising, 
Merck & Co., Rahway, N. J. A 
third speaker was Glen Bronson, of 
the Bronson Shoe Company, Minne- 
apolis. 

H. J. Higdon, advertising man- 
ager, Phoenix Metal Cap Company, 
and Frank Egner, assistant to the 
vice - president of McGraw - Hill 
Book Company, were among those 

(Continued on Page 8) 


Wrigley Poster 
Extends Lift 
to Anthracite 


New York, Sept. 29.—Chewing 
gum and.hard coal appear to be 
about as unrelated as any two prod- 
ucts could be, yet the Wm. Wrigley 
Jr. Company, Chicago, is devoting 
a portion of its advertising in Penn- 
sylvania to furthering the hard coal 
promotion staged by Anthracite In- 
dustries, Inc., New York. 

In the belief that prosperity in 
the coal mining regions of Penn- 
sylvania would be reflected in in- 
creased sales of Wrigley products, 
the gum company is using 327 24- 
sheet posters from Carbondale to 
Shamokin to help spread the hard 
coal message. Twenty thousand 
Wrigley window posters bearing the 
anthracite slogan are being dis- 
tributed throughout the same area. 

The poster, used both in store 
windows and outdoors, is the same 
advertisement for Double Mint that 
is being used elsewhere, with the 


exception that one corner carries 
the slogan, “Anthracite, the solid 
fuel for solid comfort.” Wrigley 


tising. 


DIRECTORY OF FEATURES 


Ad-libbing . 12 
Basic Business Index 36 
Coming Conventions 
Editorials 

Getting Personal 
Information for Advertisers 
Obituaries 


Photographic Review of the 
Week . 


Rough Proofs iis 
Voice of the Advertiser 


A. N. A. CHAIRMAN 


A. T. Preyer 


Interrupted for 
European News 


Eastern Storm Also 
Upsets Advertising and 
Publishing Schedules 


New York, Sept. 28.— Although 
commercial schedules on national 
networks rode the storm which 
swept New York and New England 
| last week, radio news coverage of 
| the crisis in Europe will result in 
| substantial financial loss by the 
broadcasting companies. A check- 
up today showed that ten sponsored 
programs were crowded off the air 
Monday by Hitler’s speech alone, 
and many others have been inter- 
rupted to a greater or less extent 
by the constant flow of news bul- 
letins. 

Network officials were unable to 
say how much September billings 
would be affected but admitted that 
adjustments will have to be made 
with some advertisers. Time 
charges will be cancelled in cases 
where programs did not get on the 
air, while rebates will have to be 
given for those heard only in part. 
| Hardest hit of the chains was Na- 
tional Broadcasting Company. Be- 
tween Hitler and Chamberlain, 
Monday and yesterday, six NBC 
programs were crowded off the air, 
(Continued on Page 6) 


Sponsored Programs 


Broadcasters 
Get Ready for 
Quiz of Industry 


Washington, D. C., Sept. 29.— 
Radio’s policy in connection with 
the Federal Communications Com- 
mission’s investigation of the indus- 
try starting Oct. 24 was discussed 
yesterday at the first executive 
board meeting of the National Asso- 
ciation of Broadcasters since its re- 
organization. The Independent Ra- 
dio Network Affiliates will consider 
the same subject at a meeting in 
New York Friday. 

The questionnaire issued to net- 
works by the FCC embodies leading 
questions on the relations between 
advertisers and radio and agencies 
and radio, as well as intra-industry 
dealings. Question No. 17 asks for 
the “name of any national adver- 
tising agency, user or national rep- 
resentative of a station whose offi- 
cers, directors, stockholders or pro- 
prietors hold any securities of the 
network organization, and the exact 
extent of such holdings.” 

Other information sought 
follows: 


Seeks Detailed Data 


1. Corporate and financial his- 
tory of network organization in- 
cluding detailed information on 
both direct and indirect ownership 
or control thereof; 

2. Nature and character of activi- 
ties engaged in by network from 
the date of its organization; 

3. Name, number and location 
of all stations now or previously 
licensed to or affiliated in any man- 
ner with network, with particular 
reference to the reasons for enter- 
ing into or terminating any such 
affiliation and the basis upon which 
additional affiliations are entered 
into; 

4. Nature of contracts, agree- 
ments or other arrangements be- 
tween network and affiliates includ- 
ing reasons for various provisions 
of such contracts, agreements, or 
other arrangements, and history of 
the same; 

5. Classification and grouping of 
stations connected with network as 
basic, supplemental, etc., with rea- 
sons for same; 

6. Financial arrangements be- 
| tween stations and affiliates, includ- 
(Continued on Page 2) 
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Last Minute News Flashes 
Harlow Roberts Leaves Purity Bakeries 


Chicago, Sept. 30.—Harlow P. Roberts today resigned as advertising 
pays the entire cost of the adver-| director of Purity Bakeries Corporation, Chicago. 


Before joining Purity 


| two years ago, Mr. Roberts was advertising manager of Pepsodent Com- 


pany, Chicago. 


shoes. 


tive. 


Vitality Shoe to Henri, Hurst & McDonald 


St. Louis, Sept. 30.—International Shoe Company today appointed 
Henri, Hurst & McDonald, Chicago, to handle advertising of Vitality 


Poor Leaves Hygrade to Establish Agency 

Salem, Mass., Sept. 30.—Roger A. Poor, for 18 years advertising 
manager of the Hygrade lamp division of Hygrade Sylvania Corporation, 
resigned today to establish his own advertising agency in Salem. Hy- 
grade has retained him as advertising counselor. 


Pure Oil Appoints Leo Burnett Company 

Chicago, Sept. 30.—Pure Oil Company today announced appointment 
of Leo Burnett Company, Chicago, as its advertising agency. Newspa- 
pers, radio and outdoor will be used. Paul C. Harper is account execu- 


Marketing Significance 
of Trust-Busting Told ANA 


Preyer Elected Chair- 
man at Annual Meeting 
at Hot Springs 


Hot Springs, Va., Sept. 30.—Pro- 
found marketing significance was 
read into the program of the tem- 
porary National Economic Commit- 
tee, the “trust-busting investiga- 
tion,” by Senator Joseph C. O’Ma- 
honey, of Wyoming, today in an 
address before the 29th convention 
of the Association of National Ad- 
vertisers. 

A. T. Preyer, vice-president of the 
Vick Chemical Company, New 
York, was elected chairman of the 
board of the ANA at the annual 
election of officers, succeeding Har- 
old B. Thomas, Centaur Company, 
New York. Three vice-chairmen 
were re-elected. They are A. O. 
Buckingham, Cluett, Peabody & 
Co., New York; J. Kenneth Laird, 
vice-president, Weco Products Com- 
pany, Chicago, and D. P. Smelser, 
Procter & Gamble Company, Cin- 
cinnati. H. W. Roden, Johnson & 
Johnson, New Brunswick, N. J., 
was elected treasurer, succeeding 
Mr. Preyer. Paul B. West was re- 
elected president. 

Mr. Thomas, the retiring chair- 
man, was elected a director. Other 
new. directors are Northrop Clarey. 
Standard Oil Company of New Jer- 
sey, New York; P. C. Handerson, 
Goodrich Company, Akron, and 
Carleton Healy, Hiram Walker, Inc., 
Detroit. 


Asks for Cooperation 


Denying vehemently that the 
committee’s purpose is an investi- 
gation in the sense that it seeks vic- 
tims or hopes to assume a punitive 
function, Sen. O’Mahoney described 
his program as an objective “study 
in an effort to find out what is 
wrong with our economic system.” 
He appealed for the cooperation of 
all business and pointed out that 
advertisers in particular have much 
to gain from the committee’s work 
if a formula for stepping up the 
income of the country’s lower 
brackets is developed. 

The Senator cited figures which 
showed that the aggregate buying 
power of all people in the coun- 
try with incomes of $5,000 or more 
is considerably less than the total 
purchasing power of those in the 
brackets below $1,500 a year. Thus, 
he concluded, any procedure which 
aims to step up the buying power 
of the great mass of Americans is 


_|of vital importance to merchandis- 
(| ers 


who 
markets. 


Preconceived Prejudices Invalid 


Declaring himself as much op- 
posed to bureaucratic government 
control over business as monopolis- 
tic financial control, Senator O’Ma- 
honey asked that all preconceived 
notions and prejudices against his 
committee’s work be laid aside. 
The project is, in effect, he said, a 
gigantic fact finding undertaking 
which should develop market data 
and competitive information of im- 
portance to business. 

James A. Horton, chief examiner, 
Federal Trade Commission, address- 
ing the closing luncheon session, 
brought to the attention of adver- 
tisers an interesting new concept of 
the Wheeler-Lea amendment by 
pointing out that there is no longer 
any duubt “that the consumer who 
may be injured by an unfair act or 


(Continued on Page 37) 


seek to cultivate mass 
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ADVERTISING AGE 


October 3, 193% 


Lebensburger Says 
Direct Mail 
Has Double Duty 


Chicago, Sept. 30.—Successful di- 
rect mail copy utilizes a sincere hu- 
man appeal and offers something 
besides the actual product which is 
of value to the recipient, M. M. Le- 
bensburger, advertising manager of 
B. Kuppenheimer & Co., told the 


Direct Mail Advertising Association | 


at its third general session here to- 


in all respects save one; it included 
a photograph of the retail sales- 
man. In addition, the recipient’s 
name was printed on the cover. 
The salesman’s photograph, Mr. 
Lebensburger said, conveyed a defi- 
nite sense of responsibility to him, 


tor 
each 1,000 of the folders sent out. 

Mr. Schmid emphasized the im- 
portant part played by direct mail 
in Mutual’s promotion program. He 
| illustrated his address with displays 


in building presentations for many 


day. aspects of the network’s service to 
Also heard at this session, de- | advertisers. 

voted to application of formulas, | 

was Robert A. Schmid, sales promo- | ” 

tion manager of the Mutual Broad- | “Journal Promotes 


casting System. It was also an- 
nounced that Frederick B. Heit- Peterson, Wallace 
Anton F. Peterson has been ap- 


a ne. © oa pointed circulation manager of the 
lype Founders, will continue 88 | Oregon Journal, Portland, succeed- 
president of the DMAA for the | ing awit Th Gaeiile salient 
coming year. <A general election Arthur B. Wallace succeeds Mr. 
was not held by the association.| peterson as national advertising 
Other officers and directors likewise | manager. He has been in the news- 
continue. paper’s national advertising depart- 
Discussing Kuppenheimer’s direct | ment for six years. 
mail technique, Mr. Lebensburger _ 
stressed the importance of making . 
the individual salesman feel se. |CCA Adds “Retailer” 
sponsible for the copy’s success. He Beverage Retailer Weekly, New 
commented on a folder used by his! York, has joined Controlled Circu- 
company which was conventional! lation Audit, Inc. 


IN ENGLAND... 
a magazine 
with 4 times 
the coverage 


of Life 


3,000,000 
English families 
take Radio Times 
..-90% of its 


subscribers 
read it daily 


N three million English homes. Radio Times is in sixteen . 
read daily. Who are these readers? Families where 
radio sets are owned, 

Published by the British Broadeasting Corpora- whole family . 
tion, only the Radio Times is allowed to print in 
advance full details of the week's programmes. both 
National and Regional. With sponsored broadcasts 
banned, the Radio ‘Times alone serves to take your 


message to the network of radio listeners in Great Britain. 


What kind of readers are they? 


Radio ownership in England is indicative of good 
purchasing power. The Radio Times takes you into 
more than 1,000,000 well-to-do homes. 


Where do they live? 
London and Home Counties. 705.966 cireula- 


other counties. 


| 


Get Ready for 


a stimulant which was a major fac- | 


in the 34 sales achieved for | ing basis for charges made by net- 


|of the network program policy, par- 


showing the techniques employed | 


Sm. P xa ra 


At Scotland's famous Braemar Gathering 


.. in Great Britain, the Radio Times 
goes to one out of every four home. 

And the Radio Times is a magazine read by the 
.. referred to whenever any mem- 
ber wants to know “what's on the air?” Ninety 
per cent of its subscribers state that they refer to 
it every day: 65 per cent are still reading their 
copy ten days after receiving it.” 

Successful marketers in bangiand are using the Radio 
Vimes. If you are selling in Great Britain, you should 
be advertising in Radio ‘Times. Ask your ageney for 
information or write 
British Broadcasting Corporation Publications, | 
Broadcasting House. Portland Place. W. 1. London. 


MR. J. R. COLLINS, Advertising 
Manager, Libby, McNeill & Libby, 


Broadcasters 


Quiz of Industry 


(Continued from Page 1) 


works and affiliates; 
7. The history and development 


ticularly with reference to standards 
which programs must meet, diver- 
sification, accommodation of pro- 
gram characteristics to the require- 
ments of the area served, and pro- 
gram and advertising continuity; 

8. Extent to which affiliates are 
required to conform to network | 
program policy and extent to which 
affiliates control or influence policy; 

9. History and development of 
operating policy and procedure with 
particular reference to contracts 
and agreements with wire compa- 
nies for program transmission; 

10. History and development of 
policy with respect to sale of time 
for advertising or other purposes, | 
particularly with respect to stand- | 
ards applicable to products or serv- | 


| NEW OFFICERS OF N. I. A. A. 


— 


Stanley A. Knisely, advertising manager, Republic Steel Corporation, Cleveland, 
newly elected president of the National Industrial Advertisers Association, with 


Front row, left to right, 


y, South Milwaukee, Wis., past president; 


pee fon which advertising is ac- members of his cabinet-elect pause for the camera man. 

cepted; ; ; ; Herbert V. Mercready, Magnus Chemical Company, Garwood, N. J., vice-presi- 
11. Detailed information as to! dent; F. O. Wyse, Bucyrus-Erie Compan 

the hours which network controls 


Mr. Knisely; Charles McDonough, Combustion Engineering Company, New York. 


vice-president; A. E. Hohman, Blaw-Knox Company, Pittsburgh, secretary-treasurer. 
Back row: Richard P. Dodds, Truscon Steel Company, Youngstown, vice-president; 


| 


W. D. Murphy, Sloan Valve Company, Chicago, vice-president; and Theodore 


Marvin, Hercules Powder Company, Wilmington, Del., vice-president. 


over affiliated stations, the number 
| of such hours actually used for net- 
| work commercial purposes over 


of hours of network sustaining pro- 
grams actually used by affiliates: 


Other Questions Asked 


12. Rights of network and affili- 
| ates in event affiliate desires to sub- 
stitute a local program for a net- 
work program. 

13. History and development of 
agreements, contracts, or other ar- 
rangements between networks and 
advertisers, or other program spon- 
sors, particularly and in detail 
agreements, contracts, or other ar- 
rangements with persons or organi- 
zations acting as agencies for the 
placing of broadcast advertising or 
the sale of time over the network; 

14. History and development of 
policies with reference to the de- 
velopment of program talent and 
facilities 
devoted to that purpose; 

15. Explanation and details of 
the organization, function, policies 
and practices of any agency directly 
or indirectly controlled by the net- 
work organization which retains 
and procures talent for the purpose 
of selling such talent to the spon- 
sors of commercial radio programs; 

16. The nature of the service 
rendered by each station licensed to 
the network, particularly with re- 
spect to the amount of program 
origination for network purposes at 
such stations and with respect to 
the nature of the local service ren- 
dered by such stations; 

18. Name of any national adver- 
tising agency, user, or national rep- 
resentative of a station, the securi- 
ties of which are held by the 
| network, its officers, directors, or 
proprietors; 

19. Any 


; % 
$300 sot 


r omeee Ty at 


relationship 


national advertising agency, user, or 
national representative of a station 
through officers, directors, proprie- 
tors, employes, or security holders 
| in common, and the exact nature 
|}and extent of such relationship; 

20. Extent of program duplica- 
|tion in the primary and secondary 
iservice areas of stations carrying 
the network programs, particularly 
the percentage of population in the 
primary service area of each net- 
work station which may receive a 


to: Advertisement Director. 


tion, 25 per cent of all families: says: 
2 _ a ‘ network program as primary serv- 
oy eo 97 —e Ps , + re “Ra “ . 
1,867,764 circulation, 27 per cent of all families: © Times takes our adver ice from such station and from 


Wales, 120,587, 23 per cent of all families: Seot- 
land, 204.496, 17 per cent of all families. This 
coverage is more complete than that offered by 
any of the great national dailies. 


In the United States. Life reaches one familys 


Independent survey, March, 1937 reodership.” 


tising message into a quarter of 
the homes in Great Britain; we 
have felt, therefore, that it is a 
medium well suited to our prod- 
ucts. The growth of its circulation 
reflects a live interest in the pub- 
lication, and we feel we are get- 
ting both coverage ond quality 


other network stations, the percent- 
age of secondary service area of 
each network station which receives 
a network program as secondary 
service from such station and from 
other network stations, the number 
| ind extent of such duplications and 
amount of duplication required for 


affiliated stations and the number | 


of network organization 


that may | 
exist between the network and any | 


| adequate service on chain programs. 
|The primary and secondary service 
/areas shall be considered as defined 
in the Commission’s proposed Rules 
j}and Regulations governing standard 
| broadcast stations and Standards of 

Good Engineering Practices con- 
| cerning the same. 


Bill Cartwright 


Goes to Petry 


William H 
Cartwright 
joined the Chi- 
cago staff of Ed- 
ward Petry & Co 
Oct. 1, coming 
from William G. 
. Rambeau Com- 
| pany, where he 
spent five years. 
Both companies 
are well known 
radio representa- 
tives. 

Mr. Cartwright 
jis a pioneer in the youthful radio 
field. He was formerly with Mc- 
Junkin Advertising Company, Chi- 
cago, and was its first radio time 


W. H. Cartwright 


buyer. He is regarded as one of 
the most successful radio time 
salesmen in the Middle West. 
Crosley Drops 

“Radio” from Name 

| Stockholders of Crosley Radio 


Corporation, Cincinnati, have voted 
to change the name to Crosley Cor- 
poration. 

They also approved a proposal to 
broaden the powers of the company, 
enabling it to enter new fields. 


sceeamtenililidieeneantenmenttime 
STOCK PHOTOS 


Thousands of ready-to-use illu 
trations, on all subjects, 4 
available for your inspection 
Write, wire or phone 


KAUFMANN 
& FABRY CO. 


425 S. Wabash Avenue e@ Chica 
Telephone Harrison 3135 


106 West 43rd St.. NEW YORK: 
Phone Bryant 9-6682 
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In 1937, Young & Rubicam’s own trained investigators made 120,656 
research calls, in person, on consumers and the dealers who sel! them. 


Definition of a successful advertisement 


Young & Rubicam, Ine. 40vex7s1e 


THE FUNDAMENTAL 


PURPOSE of an ad- 


vertisement is to sell a product or a service. 


That’s elementary. But there’s an equally 


elementary fact that’s frequently lost sight of 


—that the most successful advertising is that 
which sells the greatest number of people at 


the lowest cost. 


Young & Rubicam’s Copy Research De- 
partment (under Young & Rubicam Vice- 
President Dr. George H. Gallup) makes a con- 
tinuous study of the publie’s reading and 


listening habits—of what attracts people, what 


convinces them, and what stirs them to action. 
Young & Rubicam was a pioneer in this kind 
of work; has been carrying it on without in- 
terruption for years; and has accumulated 
what we believe to be an unequalled reser- 
voir of information on what gets people’s 
attention, holds their interest, wins their con- 


fidence, and makes them buy! 


Such knowledge is a major reason why we 
are particularly well-equipped to prepare ad- 
vertising that sells the greatest number at the 


lowest cost. 


» il 


NEW YORK * CHICAGO + DETROIT 
HOLLYWOOD * MONTREAL + TORONTO 
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Age No Barrier 
to Positions, how they did it in a new 255- 
Ad Women Prove 


Philadelphia, Sept. 29.—If men 
40 are unable to get positions, 


over 


fore her marriage several years ago, 
got 50 offers of jobs on a tour 


the country, and they have told just | 


Did Get Jobs.” 


the case would seem to be hopeless | ‘8 being rushed. 


for 


women who have passed that | 
mark. 
vertising women to prove that thé | 


But it remained for two ad- 


assignment is comparatively simple. | tour of 13 cities in 


Clara 
copywriter for Aitken-Kynett Com- | housekeepers, store demonstrators, 
credit investi- 
Margaret Wise, who was in | gators, companions, practical nurses 
the advertising department of the 
Philadelphia Electric Company be- | They got the jobs—50 of them. 


pany, 


Mrs. 


Belle Thompson, former|car. They applied 


Philadelphia agency, and | restaurant hostesses, 


book, “We Are Over Forty and We 


The entire first edition of the vol- 
ume is reported sold, and a second 


Toured 13 Cities 


The two authors made a six-week 


and department store 


some cases they were able to pass 
the jobs along to qualified persons. 

“Then,” Mrs. Wise said, “people 
said it was all very well to get jobs 
in other cities, but that there were 
no openings for women over 40 in 
Philadelphia. So we got ten jobs in 
Philadelphia.” 

Mrs. Wise said that the way to 
get a job is to show an employer 
how much you can give him, rather 
than how much the employe is go- 
ing to take away. 

“The biggest complaint employers 


| made against applications over 40,” 


she complained, “is that they are 
not adaptable, often have an embit- 
tered attitude, and are too haughty 
to accept moderate salaries.” 


‘McKee Appointed 
Bakeries Sales Manager 


Terre Haute plant of Toastmaster 
Bakeries, has been advanced to'| 


Bakeries in the Middle West. He 
will also retain his post as manager 
of the Terre Haute plant. 

| W. Frank Bland, sales manager, 
| will assist Mr. McKee. 


McKelvy Transferred 
| Alfred D. McKelvy, account ex- 


ecutive of Batten, Barton, Durstine | 


& Osborn, New York, has been 
transferred to Minneapolis where 
he will devote his time to the Cream | 
of Wheat account. 


LOOK Finds the American Family 


Is More Interested in CHILDREN 
Than in ROOSEVELT 


MONG the LOOK picture stories recently 
scheduled for reader interest study in ad- 
vance of publication was a simple human interest 
story of a child—another was a vivid, authentic 
picturization of Roosevelt and his administration. 
As a part of their regular routine research 
LOOK’s interviewers showed paste-up pages of 
the stories to an adequate cross section of men, 
women and children in all age and income groups. 
When the researchers tabulated their figures 
the simple child story rated considerably higher 
in family appeal than the Roosevelt feature. 
Through constantly learning by house-to- 
house interviews what people like and what they 
don't like LOOK editors maintain family reader 
interest at high pitch throughout every issue— 
a readership that delivers maximum attention 
to every picture story and advertisement. Adver- 
tisers have found LOOK is an important way to 
influence and sell the entire American family. 


A VERY YOUN 


+ in the Typewriter and 
Do eager AR year-old daughter of Mr and 
mn 


Bt 
of St Louis, Mo, dec des to do some writing 


round to say & 
rd Ear! Day 


ith "Dear Daddy. but Sunt ee" me some 


' inderstand what I meant 


“dé Better 
obod y Bi ee ite Vent bro 
start to write 


I watched when Daddy pu 


" Kas6-jjeremes -- - 28 
3 1 Rtaone to Start This Hoe ne way oF othe erent took au naps in the after no 
the might keys to sey > 


fo little bit before 1 really 
little black ribbon does, but 


st vt ease 6 Wi tthe while ago 


{ new sand 


Camera men, 


gone - 
+ want to take any mor 
: - 


Understanding Football. Harry Stuhldreher, 
Wisconsin Coach, with the aid of LOOK’s 


takes the mystery out of gridiron 


sport. His graphic story, in the current issue of 
LOOK, makes the maize of terms, formations 
and plays interesting and easy to understand. 


R. M. McKee, manager of the | 


sales director of all Toastmaster | 


Simpler Task 


This single page LOOK picture s 
Very Young Typist,” 
tures, ranked higher in family a 


LOOK’s advance readership survey than 
the picture story “Roosevelt's Administra- 
tion.” a vivid. fact-packed 3-page 


told with only 4 pic- 


tory, “A story. LOOK editors invested hours of re- 


search and writing time and studied 287 
pictures to create the Roosevelt story. 
LOOK ’s editorial researchers constantly 
reveal surprising facts about the likes and 
dislikes of the American family. 


ppeal in 


picture 


LOOK leads all magazines in newsstand sales. 
LOOK averaged 1,555,000 buyers per issue, at 
10c a copy for the first 6 months of 1938—more 
newsstand buyers than any magazine selling 
at any price. LOOK moves merchandise—fast. 


$< 


Banks to Make 
Shopping for House 


ee ee a ee 


ae 


Clearing House {,, 
Home Buyers Planng; 
in Massachusetts 


Swampscott, Mass., Sept. 29 
| merchandising plan to increase », 
sale of houses by eliminating 4, 
prospective buyer’s endless mo; 
trips with realtors to homes wh 
,are either out of the buyer’s Drie 
range or not the house wanted, y 
announced at the Massachusetts ¢, 7 
operative Bank League Convent, 
by Roger W. Nutt. 
| He declared that the new pj, 
/will call for the establishment 
“a department store for hom 1e-buy 
ers where they can choose the ty, 
size and price of houses they wa. j% 
with the dexterity and centralize. 
convenience of ‘bargain basements 7% 

The plan, endorsed by membe- i 


ot 185 cooperative banks, will 
fer prospective purchasers a listiry 


of 10,000 homes. 

Mr. Nutt stated that this is t, 
first time that any § state-wig 
agency has gathered the necessa jj 
information to inaugurate a ce 4 
tralized home information servig4 


bureau. 


How It Will Work 


Continuing his detailed descr; 
tion of the plan, Mr. Nutt ada& 
that “any family desiring to own 
place of its own can go to one pla 
and consider at one time the su 
ability of homes aggregating $5) 
000,000 in value. 

“The home department store id 
is not the result of a single co: 
mittee’s thinking nor is it the ¢ 
max of a single year’s effor 
Rather it is the culmination of | 
years of progress in the cooperat 
| bank system. 

“In the back of every cooperat 
| bank official’s head the idea of ce 
| tralizing state-wide information 
‘homes for sale has been magnitfi 
_in recent years by sluggish ho 
|markets caused in large part 
ignorance of what the housing ma! 7 
kets have to offer.” 

Mr. Nutt said hundreds of loc] 
real estate agencies will be enliste 
in the new drive to simplify hor 
buying. 


a 


a 


ae 


Kendall Names 
1938 Jury 


Members of the jury to select! 
1938 winners of the advertisi! 
awards sponsored by Advertising 4 
Selling have been named ." 
lows: Mark O’Dea, of O'Dea, 
don & Canaday, chairman; Stash | 

q 
i 
.7 


a 


|Erickson, Inc.; R. A. Bowe 
New Yorker; Chester B. Bow 
Benton & Bowles; T. L. Brantk 
Crowell Publishing Company; Lite 
cis E. Brennan, Fortune; 
McGraw-Hill Pere f 


Arden; Harrison Atwood, ce 


Britton, 
Company: 
A. O. Bickingham, Cluett, pl 
body & Co.; P. M. Fahrendorf, “ 
ton Company; E. S. Friendly, 4 
York Sun, Paul W. Garrett, © 
‘eral Motors Corporation; RB 
Johnson, Promenade; H. H. Ky! 
Aitkin-Kynett Company: J 
Moorhead, Pennsylvania Crude 
Association; William S. Paley, 
lumbia Broadcasting System; 
roll Rheinstrom, True Story: 
ley Tracy, Tracy - Se 
Inc., and Mark Wiseman, La> 
tory for Advertising Analysis 


| Cincinnati Forms 
‘Marketing Chapter 


A Cincinnati chapter 
, American Marketing Associ ation 
been organized. ‘ 
Charter members include Do" 
‘Wynne, Drackett Chemical ‘ 
pany; C. M. Arnold, Kroger G™ 
& Baking Company, and John * 
goyne, Stockton - West - Burk! 
Ine 


. . oe 
Rice Buys “Times 

Lewis M. Rice has boug!! 
Daily Times, Union, S. C.. fr 
L. Thompson, Jr. 
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Clean, sparkling teeth are part of 
the American personality; rich or 
poor, most of us brush our teeth 
pretty regularly. 

But does this mean that we are all 
equally good prospects for the tooth- 
paste manufacturer, that we all buy 
similar amounts? Not in the least. 

A study of New York drug store 
sales of eight leading brands of tooth- 
paste, just made by our market re- 
search department*, shows a definite 
relationship between family income 
and toothpaste purchases: 

e 1000 families in better neigh- 
borhoods buy 411 tubes of toothpaste 


a week; 
e@ 1000 families in average neigh- 
borhoods buy 348 a week; 


VULae a 


e@ 1000 families in poorer neigh- 
borhoods buy 213 a week. 
(This includes all sizes — large, 


medium and 10c. One-third of all 


sales in poorer areas is of 10c sizes, 


which make up only 10 per cent of 
the sales in better districts.) 

Selling the families in New York's 
better neighborhoods means selling 
New York’s most profitable vol- 
ume market — the market The New 
York Times covers for you more 
thoroughly than any other medium. 
And there will never be a better 
time to start selling more profitably 
than now! 


“Methods and procedures checked and ap- 
proved by Dr. George Gallup, noted research 
authority. Complete information to interested 
executives upon request. 


The New Pork Cimes 


“ALL THE NEWS THAT’S FIT TO PRINT” 
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Sponsored Programs 
Interrupted for 
European News 


(Continued from Page 1) 
representing total billings of about! 
$11,000 at card rates. Shows can- 
celled included the Gold Medal 
Hour and the Corn Kix and Wheat- 
es programs of General Mills, Inc., 
and Procter & Gamble Company’s | 
Ivory tlakes, Camay and Oxydol 
broadcasts. 

Sponsored off by. 


programs cut 


To “Go Places”’ Pike R 


Picking the right spot? 
coupled with speed 
power is strategy 
yards and enables 
“go places” 


| reported that it 


Columbia Broadcasting System 
were a part of the P & G Ivory 
Soap show; three early afternoon 
repeat broadcasts of morning pro- 
grams for Rinso and Spry, spon- 
sored by Lever Brothers Company, 
and the program of William Wrigley 
Jr. Company. The Mutual Broad- 
casting System lost no sponsored 
programs 


Airs Roosevelt Plea 


All three networks maintained 
constant contact with the European 
situation and interrupted programs 
whenever important news bulletins 
were received. 
able for CBS MBS, 
put 200 


but NBC 
bulletins 


and 


air between Sept. 10 and today. 
CBS scored a beat early Monday 
when it broadcast President Roose- 
velt’s peace plea at 3 a. m. 


2 a. m., that a crucial message 
would be available from the Presi- 
dent about an hour later. CBS 


arranged to stay on the air. 
While all of the national networks 


| were able to operate through last 


No count is avail-| 


week’s storm, NBC station WEAF 
went off the air at 5:30 p. m. on 
Sept. 21. 


time in that period was being used 
for sustaining programs only. Spon- 
sored time lost between 4:30 and 


| Station WABC, of CBS, was off 
| the air from 


In the Mutual network, WOR was 
| off the air only one minute. 
Effects of the storm were not con- 


| fined entirely to cancellation of pro- | 
Up in| 


| grams on radio networks. 
| Pittsfield, Mass., the Advertising 
Club decided to postpone _indefi- 
|nitely the convention of the first 


At 7:30, WEAF shows| district, Advertising Federation of | 
were rerouted through WJZ, whose} America, which was scheduled for | 


| Oct. 2-4. 


| . 
In a few cases, the storm was 


used as a copy theme in special ad- | 


and 100 special broadcasts on the , 7:30 p. m. amounted to about $2,500.| vertising in the Metropolitan dis- 


and driving 
that gains | 
a team to 
on the gridiron. 


In advertising, too, this 


same strategy gains distribution 


und boosts consumer sales.... 


helps a product to “go places.” 


In picking a spot for your 
advertising efforts, 
Los Angeles is a 
standout. 


population 


in America. 
purchasing power... 


Ist in per capita re- 


FER 


..oth city 


It 


has 


It has 


The newspaper that most 
successfully sells itself is 
the logical medium to sell 
the product of others. 


\ ’ 


Al 


we 


iht-Spot. 


tail sales among the nations 


eight largest cities. 


't is the 


market place of Southern Cali- 
fornia....nearly 70% of the retail 
food and drug business of the 


11 Counties is done in the Los 
Angeles ABC City Area. 


For that speed and driving 


power to gain new customers 


for your product, 


In Los Angeles that newspaper is 
HERALD-#xpcess 


Largest Circulation of any 
_ Daily Newspaper in the West 


LOS ANGELES EVENING 


“go place: 


pick Los 


. Angeles as a major market. To 
s” in this 
rich market, pick 
the newspaper that 
reaches 60% MORE 
ABC city families 
than the next largest 
Los Angeles daily. 


National Representatives: PAUL BLOCK AND ASSOCIATES 


5:42 to 6:30 p. m.,| 
when it resumed broadcasting with | 
Word the facilities of WHN, and later, | 
came through just two minutes be-| WNYC. The only program lost was} 
fore the network was to sign off, at} Penick & Ford’s My-T-Fine show. | 


a — 


trict. Almost before the wind hag 
subsided, General Motors Accept. 
ance Corporation, New York, re. 
leased a newspaper campaign jp 
Eastern cities, asking “Car damage 
in storm?” The copy pointed out 
that motorists who bought thei; 


/cars through GMAC were insureg 


against damage by windstorm o, 
flood. 

Upwards of 50 papers in Ney 
York, Connecticut, Rhode Islang 
Massachusetts, and New Jerse, 
carried one or two insertions. The 
schedule was placed by Campbell. 
Ewald Company, New York. 

The Elco Works, Bayonne, N_ J 
motor boat firm, used one weekday 
and two Sunday New York papers 
to offer owners of damaged boats a 
trade-in on a new boat to be de- 
livered in the spring. The company 
agreed to pick up the damaged 
craft, wherever the storm may have 
deposited it, make an appraisal, and 
give the owner a credit order to be 
used next spring. 

Merck & Co., Rahway, N. J... 
chemical manufacturer, is conduct- 


ing a newspaper drive in _ flood- 
stricken New England cities fo 


Creolin disinfectant. Insertions of 
500 lines are being placed through 


Charles W. Hoyt Company, New 
York. 
BOSTON HARD HIT 
BY HURRICANE 

Boston, Sept. 28.— Boston was 
hard hit by the hurricane which 
swept the Atlantic seaboard last 
week, radio particularly receiving 


its severest test. Many of the Bos- 
ton stations had to call on emer- 
gency equipment as regular power 
lines gave way to the fury of the 
elements. 

Due to the heroic work of at- 
taches of Station WNAC, the 
Yankee Network’s operation is said 
to have been uninterrupted. Linus 
Travers, vice-president in charge of 
production, paid tribute to the ster|- 
ing service of his staff. 

Newspaper advertising here 


re- 


flected the havoc wrought by the 
|storm. The Boston Consolidated 
| Gas Company used large space to 
| point out that though a hurricane 
| hit the city, “Gas service stays on 
the job.” 

The National Shawmut Bank also 
used an emergency appeal in its 
newspaper copy, pointing out that 
it stands ready to assist those who 
must repair their damaged build- 
ings. 
| Enterprising insurance men took 
space in newspapers to point the 
|moral that “Just fire insurance is 
| not enough,” and that windstorm, 
'tornado, explosion, riot and othe! 
| forms of coverage should be taken 
| by the foresighted company or indi- 
vidual. 


,/RECOVERY SLOW 
IN PROVIDENCE 

Providence, Sept. 28.—-Though 4 
week has elapsed since the hurr!- 
| cane, business here is finding great 
difficulty in resuming normal op- 
erations. The Providence Journal! 
Company, publisher of the Journal 
Evening Bulletin and Sunday Jour- 
nal, is unable to operate its presses 
and the Journal is being produced 
by the Woonsocket Call, while the 
other two papers are being printed 
by the Boston Post. 

All editions are of the emergenc) 
type, carrying no advertising 
though the original four pages has 
grown to 12. 

Many department stores, drue 
stores, food markets and other re- 
| tail establishments are still closed 
In many cases, stocks must be dis- 
carded on orders from the State De- 
partment of Health. 

A building boom will necessaril 
follow the hurricane, which 4 
molished 2,370 homes and damageé 
5,480 others. The Works Progre> 
Administration has made unlimite® 
funds available for reconstructlo! 
the Disaster Loan Corporation h®'- 


_ing been formed for this purpose 
AND 67 Guna 
A L LC ie Xp eC | a es. Gets Roi-Tan 


American Tobacco Company, 
York, has appointed Lord & Thom 
New York, to handle advertising 
Fl Rei-Tan and Cremo cigars 
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URRICANE HAS BLOWN OVER,‘THE FLOODS HAVE RECEDED 


SPENDING 


300,000,000 FOR RECONSTRUCTION! 


T O the countless friends of New England 
whose expressions of concern and sym- 
pathy have been so comforting and inspir- 
ing; to sales managers and other executives 
who have been in doubt as to the course of 
sales effort and activity in this area— 


Privileged to speak for all New England, 
the Boston Globe — most powerful sales 
force in the great Boston market — gives 
assurance that this section is already on the 
way back—work of reconstruction is well 
under way. 


It is true that there has been irreparable loss of life and 
untold suffering because of hurricane and flood. Thousands 
upon thousands of New England’s famed trees no longer 
are standing . . . Such things constitute simple tragedy. 
But what of man-built things? What of property damage— 
to residences, factories, business establishments, equip- 
ment? New England is doing something about such losses, 
and doing it right away! Individuals and business organ- 
izations alike are “digging into their jeans” and putting 


their money into circulation. Richest area per capita in the 
United States, New England is putting its funds to prompt 
and effective use. It is spending for reconstruction. 


$75,000,000 of Government Money Allocated to 
New England 


“Red tape” has been done away with and through the 
WPA, the FHA and other agencies, the United States 
Government is releasing funds for reconstruction in every 
city and hamlet . . . All New England is humming with 
activity ; it is today the Nation’s most active market. There 
is a job of replacement—in home and in industry—and with 
the funds to speed the work, the job is being done. 


“It’s an Ill Wind—” 


New England’s vast program of reconstruction presents a 
new sales opportunity to almost every line of industry and 
business. If you believe your goods or services are needed 
in this area, plan now to tell your story where it will be seen 
and heeded—in the advertising columns of the most vower- 


ful sales force in the great Boston market — the Boston 
Globe. 


dhe Bosion Globe 
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Patman to Speak 
at Dinner of 
Business Papers 


Chicago, Sept. 29. — Wright Pat- 
man, the anti-chain congressman, 
will be the speaker at the dinner to 
feature the fall meeting of Associ- 
ated Business Papers, Inc., at the 
Union League Club, Chicago, Oct. 
19. Mr. Patman is expected to re- 
late his future plans for subduing 
the multiple store organizations. 

Starting with a luncheon, the 
ABP members will spend a busy 
afternoon with a program including 
seven addresses, two by agency men. 
Walther Buchen, president of the 


| Chicago agency of that name, will | 


discuss “The Progress of Business 
Papers,” and A. H. Fensholt, also 
head of his own agency, will have 
as his topic, “Proving the Value of 
Business Paper Advertising.” 
Others on the afternoon program 
include Mason Britton, vice-presi- 
dent, McGraw-Hill Publishing Com- 
pany; Robert J. Bayer, Traffic 
World; Walter Painter, Power Plant 
Engineering; and H. J. Payne, ex- 
ecutive vice-president of the ABP. 


New Texas Agency 


Glezendanner-Gilliam & Co. has 
been formed in Houston, Tex., to 
do a general agency business. Mr. 
Gilliam is the author of “Eight 
Principles of Advertising.” 


ew Depurkneat for 
McCann-Erickson 

McCann-Erickson, Inc., has estab- 
lished a new department of public 
and industrial relations, with head- 
quarters in San Francisco. C. E. 
Persons, vice-president, is in charge. 

The agency said that satisfactory 
public and industrial relations are 
becoming of increased importance 
and cannot always be established 
by advertising alone. 


To “Pictorial Review” 


David N. Laux has been ap- 
pointed advertising manager of Pic- 
torial Review, New York, succeed- 
ing E. R. Weadon, who has been 
transferred to the advertising staff 
of Good Housekeeping. 


Direct Mail Clinics 
Star ‘Doctors’ 
from Many Fields 


(Continued from Page 1) 
to address a second session devoted 
to formulas. 

Selected as the diagnostician for 
use of direct mail by a “one-man” 
advertising department, Mr. Cout- 
lee at once admitted a slight dis- 
crepancy in the appellation by 
revealing that it is his task to su- 
pervise copy on some 3,000 chem- 


l 
ical products. Preparation of copy 


a 


for these products is far from a 
one-man proposition, he commented. 
Referring to the controls exercised 
by Merck on its advertising, he as- 
serted—in contrast to the criticism 
of legislation emerging from sey- 
eral quarters—that “such contro] 
should be of vital interest to all in 
advertising.” 

Merck’s system, which Mr. Cout- 
lee described as one “already car- 
rying out the principles of the 
Wheeler-Lea bill,” even before it 
became a law, provides a double, 
triple and sometimes quadruple 
check on each piece of copy includ- - 
ing all direct mail advertising. 

“We make no statement or claim 
for a product,” said Mr. Coutlee, 
“which is not in conformity with 


- : 


ee —— ; ee LT . . . ee : : previously published authoritative 
medical information.” 

e Merck advertising is in a large 

2 part directed at members of the 

me ie medical profession. A variety of ; 
“ doodle experts in the advertising depart- 
ment not only scrutinize each piece 
of advertising for its selling poten- 
tialities, typographic excellence and 
clarity of thought, but with an 
eagle eye as to its medical verity 
and legal aspects. 

One of the major problems faced 
by the National Cash Register Com- 
pany, as related by Mr. Shoemaker, 
is in getting its dealers and field 
men to make effective use of the 
|20 million direct mail pieces issued 
|annually by this organization. 
| “This material is free,” Mr. Shoe- i 


seceeeaay 


¢ 
a: 


maker said, “and its value is not 
always at once apparent. Moreover, 
we cannot use the word ‘must’ to : 
our men. We are forced to use the 
suggestion method.” 

There are 1,500 men handling 
distribution of this direct mail ad- 
vertising, he added, and the com- 
pany’s first task is make these men 
“direct mail conscious.” ; 

An abundance of advertising ma- 
terial can sometimes be a hindrance 
rather than a help, Mr. Bronson as- 4 
serted, taking a somewhat divergent q 
tack from the other speakers. A 
major essential in all advertising, 
he declared, and one which is often 
overlooked, is that the advertiser 
know exactly what he is selling. 

He related the experiences of a 
young house to house magazine 
salesman whose efforts were failing 
dismally despite much study and 
careful application of the routine 
prepared by the publisher’s circu- 
lation department. This boy, Mr. 
Bronson said, did not achieve suc- 
cess in this field until he had dis- 
carded the company material in fa- 
vor of an informal presentation, 
selling reading pleasure rather than 


“GET EM 0° 
i §CAR-LOAD MINDED” 


@ The other day one of our top notch 


: 


“Get ’em car-load minded and let us ‘work- 


salesmen popped into the promotion 


ing girls’ worry about getting "em Chicago 
department and sounded off on some of Evening American minded. We can’t get 


his pet ideas. This salesman, who has been all of the advertising, but you can bet your 


tem 3 = ° A ‘ the economy of premium deals, 
, _* on the firing line for the Hearst Inter- bottom dollar that, with our young, active, club offers and the like. 

a , ae _ ' ; Development and use of house 
ee national Advertising Service for 15 years, responsive audience, we'll get our share.” magazines and the essential tasks 
. of direct mail in direct selling were 
ee . . . . . + . 4 : ~* =% 

ial is a “two-fisted working girl” and he didn’t SS ee a ae 


voted to formulas. 

Discussing the first, Mr. Higdon 
—well known as the guiding hand 
behind his company’s “Phoenix 
Flame”—said that there is one al- 
coverage of this rich market without most sure-fire formula for keeping 
¥ customers. This formula, he said, 


He lashed into some of our “pretty ads” Chicago’s brightest newspaper the (Continued on Page 33) 


We think he’s right. It’s simple arithme- 


mince words in explaining his theories on 


3 tic that no advertiser can obtain complete 
og how this paper should be sold. 


and gave us the needle something to this Chicago Evening American. 


effect: 


Every city 
has its favorite 
radio station -- 


In Ballionore, ita 


“Feed ‘em facts. Cut out the high-sound- 


Are you getting your full quota of sales 
from the rich Chicago market? Have you 
complete distribution? What is your tough- 
est competition? 


$ ing chatter that is stock in trade with you 
promotion guys. Tell ’em something about 


ai this town of ours. Put these advertisers Do you want the honest, straight-from-the- 


wise to the fact that here’s a seven-billion- shoulder answers to these questions? We 
have the facts. 


dollar market. Here’s a market bigger 


For information cali or write the Chicago 
Evening American or the nearest office 


than a half dozen Western states. Selling of Hearst International Advertising Service 
is easier. Distribution is easier. Volume (Rodney E. Boone, General Manager). 

ee ee 
. , , ‘ ORK 
is bigger. Profits are bigger. ON THE NBC RED NETW 
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Excitement 
in Two Million 
American Homes! 


VERY WEEK in some two million American 
homes, people are excitedly perusing the most 
eagerly read magazine in the world—LIFE! 


They pay ten million dollars a year for this rendez- 
yous with LIFE—the largest amount of money ever 
paid out for a magazine in the whole long history of 
publishing. Ten million dollars is an impressive amount 
of money just by itself. But even more impressive is 
the quality of these ten million paid for LIFE. 


Business Men Know 


As every business man knows, magazines are sold just 
as vigorously and ingeniously as other products. This 
is accepted publishing practice and produces good cir- 
culation. In fact, it had always been considered impossi- 
ble to keep up mass-circulation figures without intensive 
sales efforts. In less than two years, LIFE has more than 
two million buyers, all of whom voluntarily lay out 
their money because they want the new kind of pictorial 
journalism LIFE alone offers. 


Of these two million, 1,300,000 step up to the news- 
stands each week and pay out their dimes for LIFE. No 
other weekly magazine sells so many newsstand copies 
or gets so much money from its readers. 


The Most Wanted! 


But perhaps more revealing of the regard in which LIFE 
is held is the fact that 700,000 of LIFE’s two million 
buyers subscribe to LIFE. These subscriptions came, 
not through salesmen, not from premium offers, but be- 
cause 700,000 people wanted to make certain that they 
wouldn’t miss a single issue! 


This must mean that LIFE performs a definite service 
for these people—that LIFE is the most wanted maga- 
zine in this country today. LIFE’s readers find that LIFE’s 


Each week, 1,300,000 of LIFE’s more than 2,060,000 buyers 
reach for it at the newsstands. Ask your own newsdealer—he’ll 
tell you there’s never been anything like the demand for LIFE, 
in his experience. 


_EeR: = ius 
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f them cherish each copy, keep a com- 


file, use LIFE as a valued and trusted 


referenc 
rence source, of eyes. 


we 


ure is no passing fancy with its readers. LIFE is advertising’s “busiest corner’ — 
: its every page is a traffic center, read by 
millions of people, looked at by many millions 


ADVERTISING AGE 


LIFE time is excitement time in every 
home LIFE enters. It is eagerly awaited, 
avidly read not by Father alone, or Mother 
alone, but by Son, Daughter, all the chil- 
dren, the whole family. 


new idea of pictorial journalism satisfies a peculiarly 
modern hunger and longing for an accurate account of 
what’s going on in the world today! They feel they 
can’t afford to miss LIFE. They look to it as something 
on which to base their opinions, a source of knowledge 
that’s important and right. 


Every advertising man knows from his own experi- 
ence that when LIFE comes into a home it is eagerly 
read by the entire family. It is read from cover to cover, 
because each new page promises some new and exciting 
information. It is the 42nd Street and Fifth Avenue of 


LIFE is not sold by boys, subscription crews, or through any 
extraneous inducements. LIFE circulation is virtually 100% 
voluntary. 


+ ial 
o. wall 


the media world—the spot where the traffic is 
heaviest. 
Most Potent! 


There is nothing quite like LIFE in the publishing or 
advertising business today. There has never been any- 
thing quite like it. It is revising media evaluations of 
long standing. It is changing advertising lists. It has 
become, in the unbelievably short time of two years, 
the most potent editorial force in America. And astute 
advertisers are finding it the most potent advertising 
force as well. 


More than 700,000 people have paid one of the highest 
subscription prices ever asked for a mass-circulation magazine 
to make certain that they get every issue of LIFE. 
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BORROWS DISCLAIMER 


Don't look for 
premiums or coupons 
as the cost of materials 
and labor blended in 
our cleaning jobs pro- 
hibits the use of them 


J. &. KAISER’S 
United Cleaners 


1500 Seaty. Third Street Phome 8143 


De 


Cleaner of Kenosha, Wis., explains. 


Mrs. Odlum Gives 
New Conception 
of Retailing 


Treats Customers As’ 
lf They Were Guests in. 
Her Home 


| 
| 


Boston, Sept. 26.—How a house- 
wife made good in business by 
treating customers as if they were 
guests in her home was related to 
the tenth Boston Conference on Dis- 
tribution today by Hortense M. 
Odlum, president, Bonwit Teller, 
New York. Mrs. Odlum was one 
of a number of retailers on the 
program. 

“From my first day of store work | 
four years ago,” said she, “I in- 
stinctively applied the same rules 
that I used in my own household. |! 
felt that the woman who came to 
see us at the shop was paying us 
aun honor. I felt that it was our job 
to make her shopping a _ pleasant, 
stimulating experience. ! felt that 
the cash customer, no less than the 
charge, was entitled to the best we 
could give her And I also inter- 
preted it as part of my job as head 
of the store to meet and mollify all 
dissatisfied customers. 

“After the ground work was laid, 
1 felt that we should go further. 
Lest I get too close to the picture 
and lose my customer point of view. | 
we adopted the plan of having com- 
mittees of customers meet in my 
office. Each month over an in- 
formal luncheon, I sit down with 
a different group of customers, 
either charge or cash 

“We exchange ideas In many 
instances, customers ask me why 
certain store routine is necessary 
When I tell them the underlying 
reasons, they are usually reasonable 
and willing to adjust their own 
habits. At other times, they make 
suggestions, many of which are so 
imple and workable that I wonder 
why all haven't adopted 
them. These ideas range from the 
posting of illuminated ‘What's Go- 


= 


stores 


ng On’ signs in elevators to the 
drobing and humanizing ot 
our entire merchandist presenta- 


Procedure Too Involved 
Fred Lazarus, Jr.., 
F. & R. Lazarus & Co., Columbus, 


irged a reorganization of depart- 


vice-president, 


ment store methods in the interest 


of mobility He said that unde 
present conditions, the buyer must 
ell his ide to so many men that 


the opportunity which he perceived 


lost before he can take advan- 
tage of it 

The present system of checks and 
alance must yield to greate 


uthority for one man, he believes 


izarus would give the buye! 


title of department manage! 
ict manager, advertising 

ger and controller would re 

their functional duties, but 


ild be invested with authority t 


ove trate 
n « tic report as brought 
( ne D Edw i | 
@* j ‘ data ‘ 
} of ” ig) t Ly ‘ 


Commerce, 


the 
the 


1929. 


pel 


Mr. Lloyd reported that the Bureau | dinner meeting of the season last 

of Foreign and Domestic Commerce | week. 

is planning to make a 

expansion 

ness. 
Dr 

Dun’s Review, said that credit risks 


who said that the phys- Milwaukee Women in 


ical quantity of foods moving from 
the hands of 


average 1929 level. 


Parade; Hear Seelen 


are but 68 of Milwaukee staged a parade of | 
’ floats through the downtown shop- 
ping district as a prelude to its first 


substantial 


National Group 
equals that of The Women’s Advertising Club Considered by 
Newspaper Reps 


Chicago, Sept. 28.—Plans are 
under way both here and in New 
Guest speaker at the meeting was| York to form a national organ- 


services to busi-|Mark Seelen, of Outdoor Advertis- | jzation of newspaper representa- 
ing, Inc., Chicago, whose subject/tives it became known today 

3c _|was “Art That Commands Atten- al ee me $ Ae 
Thorp, editor, | tion and Sales.” although information from _ both 


quarters emphasized the still neb-| 


are retail grocery ulous aspect of the project. 
field, which accounts for 32 per cent New Agency Bows The objective of the proposed 
ot and in the 


| automotive group, where annual pany has opened offices at 815 S.|be a stronger and more unified 


| business mortality is 26 per cent of 
the total. The only other field which | 


| provides 10 per cent of the total is sociated with Faraon Jay Moss, picture. 
restaurants, with nearly 12 per cent 


Hill street, Los Angeles. The com- 
pany’s executives, C. Church More 


Ape! ‘ in the national 
and Don L. Frick were formerly as- place in : 


Inc., Hollywood. 


1) ROOSEVELT 
REALLY SLIPPING! 


© What does the voting public say? Have unsuccessful 
“purges” and that reorganization scheme damaged his pop- 
ularity? How does he stand today compared to 1936? With 
un imminent election hinging on Franklin Roosevelt’s per- 
sonal influence, FORTUNE’s Survey spotlights politics this 
month, tests public opinion of the President, his New Deal 
advisers and critics, gauges the influence of the La Follette 
Progressives, and stages a popularity contest among oldtime 
statesmen. (Wait till you see who wins!) Be sure to read 
page 87 of Fortune for October. 


Fortune Survey to be Monthly Feature 


¢ ForTUNE’s Survey first proved its technique by predict- 


ing Roosevelt's 1936 landslide election within 1% of results. 
Now the expanded survey will appear as a regular monthly 
feature, will continue and amplify its 3 year service as an 


accurate barometer of public opinion. 


presentation of the representative's 


advertising 


—— 


proposal for the national organiza. 
tion was affirmatively voted on by 
| the Newspaper Representatives of 
| Chicago at its last meeting. 

Both the New York and Chicago 
| groups are in accord as to the ob. 
| jectives and desirability of a na. 
tional organization, although it js 
admitted that many problems aye 
/yet to be overcome. One of these 
is the question of inclusion of rep. 
resentatives in other cities. 

A. G. Ruthman, of Gilman, Nico}! 
& Ruthman, is president of the Chj- 
|eago group. J. P. McKinney heads 


More & Frick Advertising Com-| organization, it was asserted, will | the New York organization. 


“Building” Appoints 
Building, Chicago, has appointed 
Scherff & Wilkins, New York, its 


Emanating from New York, the Eastern advertising representative. 


MEXICO IN REVOLUTION 


® What will happen to $500,000,000 of U. S. cap- 


MEET THE LABOR BOARD 


® Some business men get profane about it; some don’t. The A. F. 
of L. hates it: the C.LO. loves it. | Although the A. F. of L. has won 
more decisions from it than the C.1.0.). It’s inconsistent at times: 
vet actually it may be interpreting one of the simplest laws of the 
land. No wonder people get purple when they talk about it! What is 
the dispassionate truth about the most far-reaching labor act in 
(.S. history? Who are the men on its board? See THe G--D.-- 
Lanor Boarp. Page 52 of the October Fortune. 


ital invested in Mexico? Can Cardenas keep the 
foreign-owned oil land and mines he seized? Will 
the Mexican New Deal (climax to twenty-seven years 
of revolution) succeed despite depression and politi- 
cal uncertainty? Enjoy the Diego Rivera paintings 
as you read Mexico iN REVOLUTION on page 75 of 
FortTuNE for October. It’s headline news. 
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Fund, Philadelphia, and C. Sumner |* To Sew Tea Profits 
White Chairman Davis, Provident. : ' A recent retail cost survey, dem-! urd Can al a 
The exhibit committee will com- Food Chains Turn a 


- | onstrating the profit possibilities in| 
for Meeting of prise Leonard Kiesling, Continental to National Brands tea merchandising, will be pre- | 


© j j , |presented to importers, packers, M N t R d 
+ 1sers American Life insurance Company, New York, Sept. 27.—That | wholesalers and retailers in a series a 0 e uce 
11e Wilmington, chairman; Alfred H : ; be 
. - ; : : nationally advertised products of meetings in key cities from 
New York, Sept. 27.—Appoint- Cooper, Provident; Royden C. Ber- 


ger, Connecticut Mutual; C. Rus Gominate the inca! advertising fe By ag hy Tea oe lJ S lin 

nt Y : ite, advertis- ’ , mes Sve re indaiaal aior chai stores | j é - a e 
ent of pacag ain Niutaet Lite| Sell Noyes, Phoenix Mutual; Forrest of seven major chain stores |feay This survey shows an aver- g 
ng manager, 


: “ R. Brauer. Home Beneficial: Ed- here, was revealed in an analy- | age gross profit of 19.7 per cent for 
urance Company, Philadelphia, and Mactan North pf eamaner yard Life sis of retail food merchandising (all commodities, as compared with ° ° 
eeneral chairman for the annual Jee by Phillips, Albertson & Bull, | a profit of 32.98 per cent for tea. Anal sis of Chica ° 
Be neral c : er Assurance Company of Toronto, and < Gus eaieiiis wena ° 
convention + a a Alan M. Kennedy, Northwestern fae Pernod an phere Prine po M Fi gures of 1914-18 
\ssociation in antic Ully, WN. d., ation: 4 weap te _ des i i H 
: 14-16, was announced here National. one super market were included |New cLaughlin Office Reassuring 
“te Samar | in the study. The report showed md LB aga gg a e Sale 
day. nih seainien . ‘te lis _ | Adver » he ove o new ; 
; serving with Mr. White on the] BBDO Expands 282 packaged products listed by | quarters at_7 E. 42nd street, New| Chicago, Sept. 29—If the last 


the seven chains. Of these, 185, York. The telephone number is|European war may be taken as an 


onventi ommittee will be Ear] aan alle : 
oe Batten, Barton, Durstine & Os- or 65.6 per cent, were branded Murray Hill 2- 4359. This company index, a new one will not only not 


rrangmar, Metropolitan Life Insur-|porn, Hollywood, has moved to 


i s. is the New York z + advertising i le @ , 
H. Loeble, Presbyterian Ministers’! and has added Ted Bliss to the staff. Crystal Mfg. Company. | will actually stimulate it, according 


}to a study of the linage of Chicago 
/newspapers from 1913 to 1919 made 
by the Chicago Tribune. The situ- 
ation, however, will change sharply 
for the worse if the United States 
should become involved. The neu- 
trality law also may alter the an- 
alogy between the present and 20 
years ago. 

| Total advertising of all Chicago 
|newspapers in 1913 aggregated 51,- 
_ 750,636 lines. Though the European 
tinder box burst into flame in 

August, 1914, linage for the entire 
|year of 1914 declined only 0.3 per 
}cent to 50,193,075. Another slight 
‘decline of 0.4 per cent to 49,985,274 
|lines was registered in 1915. 

By 1916, almost every able- 
| bodied man in Europe was in uni- 
|form, and business in the United 
States reflected the demand of the 
Allies for materials of all kinds, if 
the linage figures truly tell the story 
of those stirring days. Chicago 
newspapers printed no less than 
57,209,433 lines in 1916. 

A decline of 2.8 per cent from 
this total was registered in 1917, 
the year in which the United States 
entered the war. Despite this loss, 
the 55,609,662 lines published was 
far above pre-war levels. 


Shortage of Newsprint 


In 1918, with the United States 
deeply engrossed in its war effort, 
linage of Chicago papers declined 


13.9 per cent to 47,856,510. Chicago 
[ Mall d alll newspaper men insist, however, that 
] this was due to restrictions on use 


of newsprint, which forced the 


@ Sit in on one of the 35,000,000 sales calls Fuller Brush Men make papers to reject proffered advertis- 
every year. You'll hear a sales patter that makes you want to buy— al re ta ay 
or at least take the free sample. Because THE FULLER Brus Com- ons a in laraest newspaper 
PANY knows the psychology of selling, knows how to cut prices and linage in the history of Chicago 
commissions and still keep 4,500 salesmen happy and untempted dailies. The total reached 66,873,- 
by Relief. Page 69 of Fortune this month tells you the story of ous. 


National and local advertisers 
took exactly opposite views of the 
‘effect the war was to exercise. Lo- 
'cal linage amounted to 23,954,403 
'in 1913, and for 1914, the beginning 


the “Fine and Dandy Spirit”, and how it helped sell $10,000,000 
worth of brushes last year for a net profit of $208,000, 


of the war, it increased 4.4 per cent. 

pa | National linage in 1913 was 10,- 

? 874,913, and a decline of 12.7 per 

3 Take Inland Steel cent in 1914 reflected the fears o1 

‘o.t  s advertisers in that field. In the fol- 

for instance. How does it set prices? What was the effect lowing years, the sentiment in the 
of Big Steel’s elimination of price differential (better oe nes Ss ey 
known as Judge Gary’s umbrella) ? Will sales be limited | linage shows that the effect of war 
to local buyers? Will new low prices stimulate demand? was slighter than _ expected. 
The steel industry’s complicated price-list is explained in | Total advertising in Chicago news- 


| papers for the first seven months of 
1/1913 amounted to 30,400,602 lines. 


. ° of Fortune for October. |For the first seven months of 1914, 
a decline of 0.9 per cent, to 30,138,- 
Hizaheth Arden IS the Bass 270 lines, was registered. For the 
llast five months of 1913, the total 
T1.: . , ; -" , First | was 21,350,034. For the last five 
* This frail spitfire is boss of some 17 corporations, oo FI 


simple terms in WHAT Is A STEEL Price?, page forty-one 


}months of 1914, when the war was 
2° beauty salons and 1,000 employees. She’s boss of allow for a 40% margin of error. Then choose between | raging, the total declined 6.1 per 
a wholesale business that lists 108 products in 595 umpteen different “sure-fire” schemes such as sun-spots, Satan tase « aa ey a 
sizes and shapes and still makes money. And boss is dog licenses and stock market reports. Chances are you'll eons ‘during that period, while ne- 

ht. Elizabeth Arden hasn’t a stockholder or co- give up and turn to a mechanical or fundamental forecast. | tional advertising declined 16.2 per 
rector in the world. How does she get women to Probably Dow or Skinner or the scrap iron indexes. Which | cent. 
spend more than $6,500,000 a year on her expensive is most reliable? How do they work? What do they say C ‘ ae tee 
products and treatments? You'll have to read “I am about Business? It’s all in Forecastinc BustNness, page sr ang “* es - . 
Famous Woman IN THIS INpuUsTRY.” Page 58. sixty-six of Fortune for October. | tom sammie a Gans aie 


| ing, has launched an extensive fall 
|}and winter campaign in newspapers 
CAN BUSINESS defend itse t NEXT MONTH " . _ | in 58 cities and over 26 radio sta- 
agains . . . Industrial South . . . Saks Fifth |tions from Omaha to Boston. 
. Avenue ... Nunn-Bush Shoe Co. . . . Energy Sources . . = 
() tob < 2<6¢ < ‘ . ° = . . . e 4 
‘ber editorial finds that what Busines: need: today California Packing Co. . . . Socialized Medicine. Hicks Promoted 
~ 4 whopping public relations job with Candor the | D. V. Hicks, associated with the 
sey word. See BUSINESS-AND-GOVERNMENT, page 49. | organization since 1925, has been 
| appointed advertising manager of 
| Hudson’s Bay Company, Calgary. 
| Herbert Jack, former holder of the 
| post, has been transferred to Mon- 
| treal. 


increasing suspicion of its motives? FORTUNE’s 


rs : j ~ a. E: 2 cae, + ian cal er ie: rat al ee Z A. F * re ; ve ~~ c ; aa : © - oe ‘ a he : at, : ase nei 
: a “ zm ; ; : z Poke 
’ "eS os 
. 4 
s 6U&L “Zs 
a ae 

ei 7 

: 

: ee 
eas 
ae é¥ 
4 Be 
ee 

# 

2 

| Ma P Sh oe “we eo 7 ‘ Oe ee ee _ 

j 3 - ; , ie ae kd ee aes iis me ape 2 aa asl -_ 4 

Bs) oe 7 ag te i ee a eee v ~ a rae sage 
; : 4 - & So) es Ms . ; ime ‘ See. | 
Cetin eS, ‘ ih ms har ke _. —_ ae, 2 . 
are = Ee *, “ ARP iy in ere a! Bai 
. erg oe ." eit ks a oe aa ae a mA 
som » B. Se a my 23 Se re. F ‘ mae bead a 
rv ay? bth. pec igee 4, ra wd il elag — : ‘ ” te Se: a coy e i. ea Bist 
t iv + q ~S F ~ gas Fain Wl pa 2 “a See . A eS Ta oily ee. ta it faeat 
s Ss c . : ale) ge ae ahaa 4 en ia. ' 7 ~ i 
PM i #: 7 . ss wt i ai ; 
| ; . | . ’ feeetz ig = 4 * : 
3 aay | a a / . Py a te 
a ee , tr ~ y ; 2 1 La 
Mg aN Roos ‘ ’ + ¥ | é a a ee 
nga ; a 3 : =e > — 5 Pre eat 3 idee 
' a os vi f “'e o na aaa 
G wf 6 y ‘ ee a — * fats a Ss a a a ie 
a j Ao ae ey pet. ae = > a 
ey ; i Se ae . Se oa . 
-' y peas q Ean” oe en : a 4 
F, Pe) . ‘ tas Ge : - A Sh eu a a ie - i 4 
q K Se 4 Bi Sy 2S gs a * a : —- ‘ a 
4 a re ath os all — ony ae! oe ae , * 
— rahe soe ; Pa Re ee —— hes 3 4 aie ee “2 
er. ; eure ' ee, ‘ail os i. 
- ‘i Wer ars e ee oe 
5 sae ae oe me re Sa oa as ae ‘ . rs. . . Be 
. ted oe > Z a NP ne , at #- ee. J 
d % < : ; Te eae ; Sh ae . * ea - ie 
Ty ae i 
| a an AA : i 
- . a 4 ; y "eg - 
, gy f soe} ; ee 
§ ; Ay ag my pov ae 
, | 7 se... } a 
; fe % om Be 
Ce ates ied vie + an 
data a abt, : : 
y ee +3 
eB ias i 
3 : 
+ : 

x a 

4 : . 

. re <a oS og 

‘ ie Bi eae: ee " ae a a hr he % bt 
ots ——< ~ ae 2 Seale a. ee pay 

by -—— 20 

by Ret) 5 ek ys , ie: hg 

p cae _* ce at . i 
{  @ pe es ot rh, OO es 
aX ry ee eer Ht > a ee ie 
, ae , a ¥ ; 
5 te nae 7 ts a i ws 3 fe, 8 - 
: oh hee ie ‘ Baie 
. SS aa F . eae ; ar 
tee ag i F ae te 2 4 
1 ‘4 F a. é . re a , ie, 
de Ae 4 a. ale BD ty 
ih Sle PT : 
ee % ’ . 4 a | 
Pk 2 abe % cf 4 ? : vi "ie wag a 
#: ’ ~~ F a ae i a ; 
-_ 
a | 
" 
. 
i J > 4 a + bel . Ps : m 4 . Ps ‘ * oF ~ ’ = : ey a 7 e PI 
i ¢% ; uy : : ¥ eae: : Fare ”§ aii 
WY aol _ ¢ 


12 


ADVERTISING AGE 


October 3, 1938 


Advertisin 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered in U. S. 


Patent Office 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago 


New York Office, 330 W. 42nd St. 


Tel. BRyant 9-6432 


G. D. CRAIN, Jr.,President and Publisher 


S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary | 


Editorial Department 
IRWIN ROBINSON, Managing Editor; WALTER L. McCAIN, Eastern Editor; MURRAY 
E. CRAIN, Western Editor; RICHARD B. ESPEY, A. P. MILLS, RALPH O. McGRAW, 
E. KOLLER and E. C. HALL, Associate Editors. 


Correspondents in All Principal Cities 


Advertising Department 
NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 
Murphy, L. S. Irwin. CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. 


Gafford. SAN FRANCISCO: Simpson-Reilly, 


Ltd., Russ Bldg., Walter S. Reilly, 


Manager. LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, 
Manager. ATLANTA: B. Frank Cook, Walton Building. 


S. R. BERNSTEIN, Director of Research and Promotion. 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 


Association, Advertising 


Federation of America 


Vol. 9, No. 40 October 


3, 1938 5 Cents a Copy, $! a Year 


America Wants Peace 


In spite of the fact that Ameri- 
can products would be in great de- 
mand by belligerent nations in the 
event of war—and they would be 
supplied regardless of the neutral- 
ity act—national sentiment on the | 
subject was accurately reflected by 
the violent break in the stock mar- 
ket when the beginning of open 
hostilities seemed to be imminent, 
and an equally violent rebound 
when negotiations among the four 
great European powers looking to 
a settlement of the Czechoslovakian 
situation were begun. 

America wants peace, rather than 
war profits, because Americans, in- 
cluding leaders of businesses which 
would inevitably profit from war, 
realize that a general European 
conflict would hit a terrific blow 
at the base of political and eco- 
nomic stability in Europe and | 
throughout the world. America is 
so closely related to world affairs, 
as a creditor nation and as a lead- 
ing importer and exporter of goods 
in all the world markets, that war 
would dislocate our affairs as well 
as those of the nations directly en- 
gaged. And the possibility of our 
again being brought into the con- | 
flict is not remote. 

In the event of war, which it is | 
hoped has been either prevented or 
postponed, the immediate reaction | 
would be adverse. Later no doubt | 
there would be a repetition of the | 


| 


business boom experienced in 
|world war which started 24 years 
ago. Such a boom would cure our | 


the 


unemployment ills, boost prices of 
commodities and_ securities, and 
bring about an era of great appar- 
ent prosperity, regardless of the 
destruction of life and property in 
the arena of conflict. 

But Americans don’t want that 
kind of prosperity. They want 
peace in which all of the countries 
of the world may establish their 
economies on a sound basis, in 


|which stable currencies and a freer 


movement of trad: can be promot- 
ed, and in which prosperity is 


|based on the production, distribu- 


tion and consumption of wealth, 
rather than shortages of goods 
brought about by destruction in the 
war zones. They realize that the 
feverish days of war, bringing a 
hectic prosperity which fades with 
the arrival of the bill for war's de- 
struction, provide a mirage of eco- 
nomic uplift which lacks perma- 
nence and reality. 

In his magnificent appeal to the 


nations concerned to maintain peace | 
and save the world from the hor- | 


rors of another general war, Pres- 
ident Roosevelt was justified not 
only by humanitarian considera- 
tions, but by all of our self-inter- 
est in the preservation of our po- 
litical and economic well-being. 


John Barleycorn’s Problems 


The liquor industry is making a 
and earnest effort to con- 
trol its activities in such a way as 
to avoid the mistakes that led to 
national prohibition nearly twenty 
years ago. Those mistakes may be 
repeated if individual competitive 
effort becomes too great. 


sincere 


One of the immediate problems 


is to reconcile the brewing and | 
liquor interests so that they will 
think alike and talk alike with 


reference to industry policies and 
public relations. Some of the brew- 
ers seem to think that their posi- 
tion is separate and distinct from 
that of the hard liquor manufac- 
turers, but from the standpoint of 
the public it’s all part of the same 
picture did spare 
light wines and beer, great as was 
the effort in 

Thus both brewers 


Prohibition not 
that direction. 
and distillers 
should agree on a program of mod- 
eration and control to prevent the 
abuses which resulted in stringent 
regulation and finally prohibition 
another generation ago. Lack of co- 


operation along this line may re- 
sult in a fatal breach in the front 
Which all of the 
age industries 
the public 


bever- 
present to 


alcoholic 
should 


Another delicate subject which 
must be considered sooner or later 
by the liquor industry is the 
amount and character of its ad- 


vertising. Much of the current ad- 
vertising is correct in quality and 
tone, but it is to be questioned 
whether there is not a peak of 
volume beyond which it would be 
inadvisable to go. 


Some media have limited or de- 


clined liquor advertising. Its vol- 
ume is so great as to represent 
a major attraction to media own- 
ers, in a period when losses are 
being suffered in other classifica- 
tions. But the long view of the 
industry’s problems suggests that 
too much liquor advertising may 
prove to be much worse than not 


enough—from the standpoint both 
of producers and recipients of their 


advertising expenditures 


g Age 


....Tel. Del. 1337 


_THE 


POWER OF SUGGESTION 


a 


| 


| 


| "Can you transfer me to another department? It's my hay fever!" 


Ad-libbing 


TS 
| 
Oh, Golly Dept. 

Camels and Luckies tossing their 
expert tobacco growers, jobbers, 
planters and auctioneers back and 
forth at each other with singular 
abandon have made things bad 
enough during the past few weeks 
—so bad that most of us harassed 
consumers won’t welcome the ad- 
vent of Old Golds into the fray, but 
we'll probably have to stand it. 
Old Golds, you know, are now tell- 
ing us not to be deceived by all 
these “expert” claims—if anyone 
knows rich, ripe, full-bodied, triple- 
mellowed tobacco when he sees it, 
it is none other than the P. Lorillard 
expert, with 178 years of experience 
behind him. 


The Man Pays 

Maybe the opinion which most 
men have about women’s hats is 
just the exception which proves the 
rule, but a merchandising appeal 
based on the belief that men make 
the fashions and that women make 
their clothing purchases to please 
the opposite sex has been the 
springboard for the success of Mary 
Sachs in operating three Pennsyl- 
vania_ specialty shops. These 
women’s shops, in Lancaster, Har- 
risburg, and Reading, address their 
newspaper copy to men, and violate 
most of the time-honored copybook 
| principles of fashion advertising to 
| boot. Mary Sachs copy appeals to 
|/men because it flatters their vanity, 
and women like it because they 
| know that a flattered male is will- 
ing to foot the bills. 
| The copy is unusual aside from 
its masculine tone. It is matter-of- 


| cereal 


fact, long, logical, and simple, lack- | 


ing the sublety, fancy artwork and 


| 


arrangement of most fashion adver- | 


tising. 

Mary Sachs says that one out of 
every four women who come into 
her stores are accompanied by men, 
and she has a special room where 
hubby and wife can talk things 
over. A comfortable lounge, a 
smoking 


zine are other lures for the males. 
Jottings 
In the midst of the war excite- 


ment last week our circulation de- 
partment received a new subscrip- 
tion from a company in Prague, and 
is a little worried about guarantee- 


ing delivery ... 
By one of those tragic errors 
which occur once in a lifetime, one 


of the San Antonio papers printed 
the complete casualty list in the 
terrible Southern Pacific train 
wreck in California last month 
right next to a_ sprightly single 
‘olumn for Southern Pa- 
“Try SP Next 


Insertion 
which | said, 
Time.” 


Personal Products Corporation is 


cific 


| 


| 
| 


stand, and a man’s maga-| 


—Liberty 


going whole hog with a test sam- 
pling offer. We noticed a 1,000-line 
ad in the Portsmouth, O., Times 
offering a _ full-size package of 
Modess free, without any strings 
whatever on the offer. The package 
of 12 is available merely upon mail- 
ing the coupon—no postage or any 
other payment is involved ... 

One of the most striking headlines 
we've seen in a long time is the 
one in Standard Sanitary news- 
paper copy which says, “Doc, I 
bought these teeth at a bargain, but 
I want you to put them in!” The 
point, of course, is to buy your 
plumbing fixtures from “your Mas- 
ter Plumber,” who carries the job 
all the way through .. . 

Nothing has given us so much 
innocent pleasure in a long while 
as the advertisement in Brooklyn 
papers by Abraham & Straus, re- 
vealing that the department store 
has purchased an elephant to re- 
place Hilda at the Brooklyn zoo. 
Hilda, you may recall, is the Brook- 
lyn favorite who was pushed into 
a moat by her male playmate, with 
fatal results .. 

One correspondent’s peculiar 
sense of humor is given full play 


| by the smashing Corn Kix page in 


newspapers which plays up the 
offer of a cereal bowl, and shows 
a full size picture of the bowl. The 
thing that tickles the correspondent 
is that the charming little lady 
shown pouring Kix for her own 
breakfast is using her own private 
bowl, altogether different 
from the one which is featured .. . 

And Cole's, Grand Rapids cleaner, 
is running its own poll of public 
opinion. “We asked 292 young 
women . ‘How do you hope to 
get your man?’”, the company says 
in an ad, and “51 said, ‘With my 
father’s money,’ while 241 said, ‘By 
always wearing a dress beautifully 
cleaned with Sanitone.’ ” . 

The Chicago Tribune turned its 
color printing facilities, primarily 
designed for use by advertisers, to 
exceptionally good editorial purpose 
last week when it hit the streets 
with a half-page reproduction in its 
original colors of the map Hitler 
gave to Chamberlain, outlining his 
“final” demands, four hours after 
the map came in by wirephoto. Red 
and green were the extra 
used, and momentary 
ment was caused when it was dis- 
covered that no green ink was on 
hand. Blue and yellow were mixed 
on the spot ... Six days previously 
the Tribune produced four maps in 
full color showing the changing 
boundary lines of Europe from 1100 
A. D. to the present, just 11 hours 
after the decision was made to 
make the attempt 


colors 


ne Information 


embarrass- | 


he 
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Advertisers 


Tre following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency ex- 
ecutive writing on his business |et- 
terhead. 


No. 1407. Youth. 
This survey, issued by Young 
America, provides an_ interesting 


view, from the advertiser’s stand- 
point, of American youth, its buy- 
ing influence, tastes and ambitions. 
Preferences in amusements, foods, 
confectionery and soft drinks are 
tabulated, as are ownership of pets, 
bicycles, etc., school activities and 
careers. 


No. 1408. Weekly Newspaper Rate 
and Data Book. 

Woodyard Associates has issued 
this data book which lists its group 
of 2,113 weekly newspapers, with 
mechanical specifications, audited 
circulation and rates. County re- 
tail sales, rural income and county 
populations are given for each 
member paper. 


No. 1409. Farm Income, 1938. 

Farm prospects are bright in 
Oklahoma and Texas, according to 
this bulletin issued by The Farmer- 
Stockman. In addition to detailed 
information on farm income in these 
states, the bulletin contains a table 
showing cash farm income by states 
and a map indicating per cent of 
change in cash receipts, over the 
country. 


No. 1410. Radio Broadcasting Sta- 
tions of the United States and 
Canada. 


National Broadcasting Company 
has issued this new, revised edition 
of broadcasting station data, which 
includes a list of all Canadian sta- 
tions and a tabulation and map of 
CBC facilities which are available 
with NBC networks. 


No. 1397. Farmers Aren’t Hicks. 

Farmers today have tastes gener- 
ally identical to those of urban au- 
diences, according to this broadside 
issued by Radio Station WOW. The 
material summarizes a survey of 
station and program preferences 
made in all of Nebraska’s 93 coun- 
ties—the number of interviews 
scaled in each county according to 
population figures. 


No. 1391. 
Book. 


The first circulation book of Sim- 
plicity’s Prevue magazine is off the 
press and now ready for distribu- 
tion. In addition to a brief history 
of Simplicity’s Prevue and its wo- 
men readers, and a breakdown of 
Simplicity’s coverage, the book 
gives comparisons with the circula- 
tion of other leading publications 
by states, cities, etc. 


First Prevue Circulation 


No. 1384. Beyond the Skyscrapers 
This home ownership survey, is- 
sued by The News, New York, takes 
the reader on a tour through 30 dis- 
|tricts in outlying sections of New 
/York, where more than half of the 
\families are home owners. Tabula- 
tions show median family expendi- 
| ture, total families, total home own- 
'ers and per cent of home owners, 
| with New York morning newspape! 
|family coverage in each district 


'No. 1400. Gold Is to Be Found 0” 

the Gold Coast of Long Island 
This brochure, issued by Griscom- 
Woodyard Publications, offers dé- 
tailed market data on each of the 
nine towns covered by the weeklies 
of this group. Included are popula- 
tion, distance from New York, num 
|ber of commuters, telephones, bank 
deposits, and a tabulation of afl 
lines of retail stores. A test cam 
|paign plan in the nine-paper grouP 
is described. 
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SALES PLANS 
INTO BUYING ACTION 


TO SATISFY THE AGE-OLD HUNGER FOR NEWS, PEOPLE 
EVERYWHERE EAGERLY READ THE NEWSPAPER EVERY 
DAY. THROUGH ITS RECURRING AND INTIMATE CON- 
TACT WITH CONSUMERS, THE NEWSPAPER OFFERS THE 
ADVERTISER AN OPPORTUNITY TO ADDRESS AN AS- 
SURED CONSTANT AUDIENCE WHICH IS ACCUSTOMED 
TO CONSULT THE NEWSPAPER FOR BUYING IDEAS 
ABOUT PRACTICALLY EVERYTHING SOLD AT RETAIL. 


HAT’S the news from Europe? How is busi- 

ness? Who won? What shall I serve? The 
sole medium whose primary purpose is to give daily 
answers to these and scores of other vital questions 
is the newspaper. 

Because it does give the answers while they are 
tresh—with background and interpretation—people 
take and make time every day for a session with 
the newspaper. | 

The place occupied by the newspaper in American 
‘ife is unique. Day after day, it tells what happens, 
pictures it, explains and presents it swiftly in attrac- 
tive and comprehensive review. 

From this daily habit comes the power of the 
newspaper as an advertising medium. Readers in 
all walks of life accept its helpful counsel in their 
private affairs—turn eagerly to its news of fash- 
ions, cookery, investments, beauty, homemaking 
and its valuable guidance in shopping. 


In CHICAGO, the newspaper which 
every day of the week gets the friendly attention of 
4 majority of all the families in metropolitan Chicago 
's the Tribune. 


bk. 


Since before the Civil War, the Tribune has grown 
with Chicago—its oldest newspaper and its young- 
est. Ninety-one years of action in advancing the 
interests of the city and the nation make it the 
newspaper which the people of the Chicago territory 
follow with greatest interest and confidence. 

Today, with more than 690,000 circulation in 
metropolitan Chicago every day of the week, the 
Tribune penetrates into every neighborhood and 
suburb of this great market. 

It reaches Chicago’s largest, most responsive 
audience—one far greater than that reached by any 
other medium. It provides the advertiser with an 
assured constant readership of audited dimensions 
and known capacity to buy. 


Cricaco RETAILERS, who plan 
each day’s advertising on the basis of yesterday’s 
results, depend chiefly on Tribune space. General 
advertisers likewise spend a far greater share of 


their advertising dollars in the Tribune than in any 
other Chicago newspaper. 

It is easy to talk business with Tribune readers 
because they are used to doing business with Tribune 
advertisers. 

Without preamble or subterfuge, you can come 
right out and hammer home the advantages of what 
you sell. You can picture your product in black-and- 
white and in full colors. You can show it in use and 
describe the satisfactions of using it. Every dollar 
you spend in the Tribune can be devoted to selling 
your product and the company behind it. 

Knowing exactly how your story is to be pre- 
sented in the Tribune, you risk no loss of public 
esteem or goodwill through inexpert handling or 
indifferent delivery of your message. You can start 
and stop your advertising to suit your needs. 


Recarp ess of the product you sell 
or to whom it sells, the Tribune is the logical 
medium around which to build your advertising 
program in Chicago. Rates per 100,000 circulation 
are among the lowest in America. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
AVERAGE NET PAID CIRCULATION DURING THE OFFICIAL SIX-MONTH PERIOD ENDED MARCH 31, 1938: TOTAL DAILY, 857,963; TOTAL SUNDAY, 1,115,643 
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Champion of Fuels 
New Appellation 
for Anthracite 


New York, Sept. 27.—Anthracite 


Industries, Inc., this week inaugur- | 
newspaper 


ated its most extensive 


campaign, featuring a new copy 


slant terming anthracite “the 7-star | 
{ 


fuel.” Sixty-five newspapers in 
nine Eastern states and the District 
of Columbia will carry the promo- 
on a twice-a-month schedule. 

Last year, anthracite burning 
equipment was featured, while the 
fuel itself is being given major em- 
phasis this year. Anthracite’s 
“seven essentials to complete heat- 
ing satisfaction” are listed as com- 
fort, convenience, safety, cleanli- 
ness, healthfulness, dependability, 
and economy. 

Hard coal is presented as 
champion of fuels.” Copy asserts 
that just as no champion in the 
world of spert ever gained top 
honors by possessing only a few 
good points, anthracite is the only 
one which meets the rigid require- 
ments of industry and householders 

-in other words “the only 7 star 
fuel.” 

In addition to the newspaper ad- 


“the 


EADER studies among both sub- 
scribers and newsstand buyers of 
Popular Mechanics showed that 79%; of 
them bought new cars during 1935, 1936 


and 1937. 


This is at the rate of over 25% new cars 
a year, whereas the national rate is right 


around 10%. 


There are three reasons for this buying 


. | 
tion throughout the heating season | ; 
lnew half hour show sponsored by 


| 


vertising, the association will con- 
tinue its educational program 
among dealers, architects, engineers, | 
and heating contractors. A field staff | 
of 30 men will tour the consuming | 
area to promote the advantages of | 
the fuel. Laboratory tests are still | 
another phase of the campaign. The | 
Simpers Company, New York, is| 
the agency. 


Radio Sponsor Offers 
Aid to Unemployed 


“I Want a Job” is the title of a 
Hirsch Clothing Company, Chicago, 
over Station WLS. 

The program, presented Fridays | 
at 7:30 p. m., will offer all types} 
of unemployed workers a chance 
to state their qualifications over the | 
air. 


Goldman to Speak | 

Martin Goldman, Aitkin-Kynett | 
Company, Philadelphia, will be | 
heard at the New York Dotted Line | 
Club meeting on Monday, Oct. 10, | 
at the Advertising Club of New 
York. 


Woodyard in Chicago 

Woodyard Associates, New York, 
newspaper representative, has 
opened a Chicago office at 431 S 
Dearborn street, with W. F. Kent- 
nor in charge. 


They go for what's 


INFLE WY 


in Cars and Accessories 


showed 65.5°, 


responsiveness when new and improved 


cars are displayed. 


Readers of Popular Mechanics are 
mechanically-minded and interested in 
mechanical progress in all its phases— 
and particularly in motor cars, for 88'.‘; 
own them with 23% of the families own- 


ing more than one. 


They read in Popular Mechanics more 
about automobiles and accessories than 


POPULA 


a year. 


to Use Unsalable 
Retail Stocks 


Banish Semi-Annual 
Dealers’ Nightmare, 
Nystrom Asks 


Boston, Sept. 26.—The suggestion 
that the government take over all 
old and unsalable stocks of mer- 
chandise on the hands of retailers 


|}at the end of each season was ad- 
| vanced 


before the Boston Confer- 
ence on Distribution here today by 
Paul H. Nystrom, professor of mar- 


keting, Columbia University, and 
president, Limited Price Variety 
Stores Association The goods 


would be given to WPA and other 
similar bodies. 

Dr. Nystrom contended that this 
would give a tremendous filip to re- 
tail business, which would auto- 
matically extend back through all 
merchandising factors to the source 
of supply. Furthermore, some 


| stimulation of this nature is essen- 


they do in any other general magazine — 
some 300 articles a year on improve- 
ments, maintenance and economical op- 
eration of motor cars. 


And they have the money to buy new 
cars and accessories. A family income 
study among Popular Mechanics’ readers 


with incomes above the 


national average family income of $2000 


Here are reader interest, buying re- 
sponsiveness, and purchasing power in a 
market of over half a million men that you 
can reach at less than a seventh of a cent 


per page per prospect. 


Are you telling your sales story of cars 


and accessories* to them in proportion to 


your sales possibilities? 


200 East Ontario Street, Chicago, Illinois - New York - Detroit - Columbus 


* 76% report they bu 


"-: 
ae 4 


y accessories by brand name and 84% have favorite brands of gas and oil 


CAMPBELL-EWALD 


R. H. Crooker 

Detroit, and Gene Zuber, who left Campbell-Ewald to become Western manager 

of the National Outdoor Advertising Bureau, Chicago, are caught in a moment 
of relaxation at a farewell party for Mr. Zuber. 


(left), 


+ 


caps imposed on retailing by 
growing multiplicity of state and 
national laws and the rapidly de- 
veloping unionization of retail em- 
ployes, he said. 
“Every possible 
government purchasing of surpluses 
in agriculture and manufacture ap- 
plies with equal strength to govern- 


ment purchasing of the surpluses 
from retailing,” asserted Dr. Ny- 
|strom. “Indeed, there are better 


reasons for applying the plan to re- 
tailing than to agriculture and 
manufacturing. 


“The clothing purchases recently | 


made for WPA, for example, will 
merely help a few score of manu- 
facturers and union workers em- 
ploved by them. Its beneficial ef- 
fects are confined almost entirely to 
a few large industrial centers. 


Would Help Everybody 


| “The plan under discussion goes 
much further. It would be a direct 
| aid to 1,600,000 retailers and 3,500,- 
000 retail employes scattered all 
over the country. Its influence 
would be felt in every city, town 
and hamlet. 
“Little analysis 
show 


is necessary to 
that surplus purchasing by 
the government should be made 
from retailers rather than from 
manufacturers or producers. If the 
desire of the government is to lift 
the country out of depression and 
| to renew business activity, then its 
surplus purchasing plan should be 
| applied at the point where the real 
| stoppage of business occurs—at the 
retail stores unable to unload their 
stocks upon consumers.” 

| Taking surplus stocks off the 
hands of manufacturers is futile if 
retailers or other middlemen are 
loaded up with goods which they in 
turn cannot sell, Dr. Nystrom as- 
serted. The purchase and distribu- 
tion of such goods from the pro- 
ducer merely makes it more diffi- 
cult for retailers to dispose of their 
stocks. 

The other side of the picture is 
far brighter. With his shelves clean, 
the retailer would be free to buy 
new goods from his wholesalers and 
other sources of supply, creating 
and stimulating business all 
i the line 


Effect on Retailers 


The psychological effect of such 
a plan would be beneficial. One of 
| the greatest reasons why retailers 
do not 
fear that they may be 
surplus at the end of the season. 
With this specter banished, they 
would be happy to build up com- 
plete stocks, to carry enough goods 


left with a 


| 


| . 

|} to make adequate displays and to 
accord manufacturers’ lines the em- | 

| phasis which the latter have always 


lagapine 


felt their products deserve 


Furthermore, the burden on re- 


tail sales personnel would be light- | * 
ened, he asserted. It is a well known | 


fact that retail salesmen do much 
better with new than with old mer- 
chandise. Under the new order, 
they would have a_ year-round 
opportunity to sell sparkling, high- 
stvle goods 

Dr. Nystrom said that high mini- 
mum wages for retail salesmen help 
none and hurt all, and analyzed re- 
sults of that passed in the District 


tial because of the numerous handi- | 
the 


argument for |} 


along 


buy more heavily is their | 


its 


STAFF DINES ZUBER 


executive vice-president, Campbell-Ewald Company, 


of Columbia as an example. The 
minimum, established last Febru- 
ary, is $17 a week for girls. He 
_said this law, during its first six 
|months of operation, cut employ- 
ment 10 per cent; increased store 
costs from 1% to 3% per cent of 
sales, completely eliminated young 
and inexperienced workers, resulted 
/in indefinite postponement of two 
plans for construction of store 
| buildings, and finally, caused eva- 
| sion by smaller stores. 

| “The net result,” he asserted, “has 
/ been to add to unemployment and 
/to reduce purchasing power.” 


New Retail Promotion 
Plan Is Developed 

| A new retail sales promotional! 
|plan, built around a mechanical 
window display device and contests 
for children, has been launched in 
Chicago by Community Educational 
Clubs, Inc., 840 N. Michigan ave- 
nue. Present plans call for ex- 
tension of the plan to all majo: 
urban areas. 

Under the plan, Community Edu- 
cational Clubs organizes contests 
among neighborhood youths, based 
upon volume of “bucks” which these 
youths can collect. The “bucks” 
are given out by drug stores, with 
varying amounts being given for 
the purchase of various items, and 
those products which participate in 
the promotion calling for the great- 
est number of “bucks.” Participat- 
ing manufacturers also receive spe- 
cial display in the window devices. 
The company, of which J. D. Lynch 
is advertising manager, expects to 
have contests under way shortly in 
250 Chicago neighborhood drug 
stores. 


De Frece to Leon | 


S. R. Leon Inc., New York, has 
been appointed to handle the adver- 
tising of De Frece Watch Company, 
New York. 


| 


j 


LIFE BOUGHT IT... 


| 

rm " 

b Sr tneir 
lie itlex is 


and now 
using it as a catalog cover! 
It i ne of more than ten thousand 
‘ negatives in our files 
tion of which is reproduced in ou 
catalog, displaying about every ange 
>» which baby 


Iinniversary cover 


a selec 


i and expression 


hood is capable, and which make 
one of our best selling line 
picture: 


H. ARMSTRONG ROBERTS 
4208 Locust Street, Philadelphia. P¢- 
| Branch offices serving the following citit® 


Graybar Building. New York City 
201 North Wells Street. Chicago 
244 Washington Street. Boston 
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October 3, 1938 ADVERTISING AGE 15 
QUESTIONS | manufacturers, and style scouts in-|ing. The company advertised that }and sweep the country overnight, 7 Name Breese 
| fest the Hollywood movie lots. | Fonda would wear its output in a| after the manufacturer's production adie Witet Reelin the 
a a} -ese ASsSOCIe 2S am 


Typical copy in new campaign of coffee 
industry. 


Men’s Styles 
Like Women s— 
Both Headaches 


Expert Tells Some of | 
His Troubles in Fore- 
casting 


Chicago, Sept. 26.—Fashion is as 
capricious and unpredictable in the 
men's as in the women’s field, 
Robert Surrey, stylist for Hart 
Schaffner & Marx, sadly told Chi- 
cago Post 170, American Legion, at 
the Tavern Club today. 

Mr. Surrey should know, for his 
issignment is to reduce men’s cloth- 
ing styles to blueprints six months 
so before the merchandise is 
actually to be displayed. He fre- 
quents Hollywood, Palm _ Beach, 
New York and Southampton for the 
information on which the big Chi- 
cago clothing house bases its manu- 
facturing and advertising activities. 


Colleges Affect Styles 


or 


Some of the ancient Eastern col- 
leges also exercise a definite effect 
style, Mr. Surrey said, although 
ihe original conception often is un- 
recognizable by the time it has been 
modified by local tastes on its jour- 
ney to the Pacific Coast. The Coast 
collegians are said to insist on 
trousers 22 inches wide at the bot- 
tom, though 18 is the choice of 
Fasterners and the Middle West 
students insist on 20. These local 
differences in tastes are annoying 
and sometimes costly to the manu- 
facturer endeavoring to sell nation- 


ally 


on 


Screen Greatest Influence 
Probably the greatest influence in 
male style is the moving picture 
screen, however. What stars wear 


When Gable Helped 


certain picture. Unfortunately, 


'the epic was three months late in 


Clark Gable warmed the hearts! 
of clothing manufacturers when he | 
went through “It Happened One} 


Night” with a single suit of clothes. | 
He played the part of a newspaper | 
reporter who was having a bus ad-| 


venture and hence could not 
plenish his wardrobe. His use of 
the same suit gave the style experts 
a chance to study it in detail. 
The movies occasionally are re- 
sponsible for headaches, however. 
Hart Schaffner & Marx completed a 
wardrobe for Henry Fonda, for 


whom big plans were in the mak-| 


during the production of a picture 
to be shown next spring is of the 
utmost importance to clothing 


, TYPE COSTS IN 
GOOD TIMES OR BADs 

nat is why hundreds of egencies, manufac - 
turers and production departments are using 
‘OTOTYPE to cut costs. With FOTO. 
TYPE, type lines ere quickly, economicatly 
set, yet the method is so simple that your 
Sfice boy can be your compositor. 

Write TODAY for Catalog demonstrating 
the FOTOTYPE system. Over 40 different 
faces available. scripts, reverses, etc. 


Fototype Co. 630 Washington, Chicago 
“ entire ad co with Fototype. 


This cash inco 
supplements 4 
when farm work slacks up - - 


| 
re- 


The Oklahoma-North Texas 


bales of cotton. -- 


appearing, and the tie-up was worth 
little, particularly when the studio 
abandoned its plans to make a star 
of Fonda. 

One outstanding difference be- 
tween men’s and women’s styles 
was pointed out by Mr. Surrey. 
While women are heartbroken if 
they see a copy of the hat they are 
wearing, men are infuriated if they 
get hold of an exclusive piece of 
headgear. Retailers well under- 
stand this psychology. 

Men’s styles, like women’s, may 


originate anywhere and any time, 


area 


me follows closely 


livestock income of 


and plan their purchases. 


The easiest way to talk to these f 
most of them read regularly 


day The Farmer-Stockman 
than 237,000 subscribers, concentrat 


The FA 


is virtually complete. 


Foundry to Ebersold 


Continental Roll & Steel Foundry 
Company, Chicago, has 


handle its account. Business papers 
and direct mail will be used to pro- 
mote Cromonite rolls, lathes, shears 
and other rolling mill equipment. 


Campaign for Blue Plate 


Blue Plate Foods, Inc., New Or- 
leans, is using Southern newspapers 
for Blue Plate mayonnaise. 


Fitz- 


in use. 


19.3°/. of the nation’s Crop --: 


$48,000,000 wheat harvest .-- 


$192,000,000 and 
_ when farmers have time to 


. the one 
is at its all time cir 
ed in Oklahoma and North 


New 


gerald -Advertising Agency, 
| Orleans, is in charge. 


operating with the Department 
of Agriculture in its move to replace 
"the use of imported jute with home-pro- 
duced cotton bagging for wrapping 
the bales. The bales in the above photo- 
graph show the new cotton bagging 


this year will produce 


worth 


a 
comes 


appointed | 
Fred H. Ebersold, Inc., Chicago, to | 


The Farmer-Stockman is co- 


| advertising, New York, has been ap- 

pointed to handle promotion, aimed 
at doctors and dentists, of the fol- 
lowing: R. B. Davis Company, 
|Cocomalt, Hoboken; Professional 
Laboratories, Inc., and Dietetic Re- 
jsearch Laboratories Inc., Bloom- 
fleld; Lloyd Brothers, Inc., pharm- 
acists, Cincinnati; Torvic Labora- 
tories, Inc., United States Vitamin 
Corporation and Amfre Drug Com- 
|pany, of New York. 


Lefton Gets Perfumer 


Jean Patou, Inc., perfumer, New 
| York, has placed its advertising ac- 
icount with Al Paul Lefton Com- 
| pany, New York. 


2,281,000 


$86,678,000. 


at a time 
sit down 


armers is through the farm paper 
they farm by and buy by. To- 
culation peak with more 


Texas. 


RMER -STOCKMAN 


Oklahoma City. Okla. 


The Oklahoma Publishing Co.: WKY — The Daily Oklahoman — Oklahoma City Times — Mistletoe Express — KVOR. Colorado Springs — Represented by The Kats Age 
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ADVERTISING AGE 


October 3, 1938 


Voice of the Advertiser 


This department is a reader’s forum. 


Paging Mr. Stamm 
To the Editor: ADVERTISING AGE 
recently carried a story about Frank | 


SALE ON DIAMONDS 


Stamm, who started the University | 
Student Agency, all-student distri- 
bution 


organization to serve na- 
tional advertisers. 
Do you happen to know where 


located? 
H. L. GEorGE, 
K-B Printing Company, 


he can be 


Omaha. 
To the Editor: Your Sept. 12 
issue had a reference to Frank 


Stamm, University Student Agency. 
Will you kindly furnish us with his 
address? 

FRANK G. EFFINGER, 


Frank Effinger Adv. Agency, 
Milwaukee. 
[Editor’s note: Mr. Stamm and 


his student agency may be reached 
at Laramie, Wyo.] 


- = 


Hubbardish Lines 


To the Editor: J. M. Sweeney’s | 
interesting letter in the Sept. 19| 
issue re the famed “mouse traps,” 
carries the torch for Emerson. 

Elbert Hubbard II of the now | 
disorganized and disbanded Roy- | 
crofters of East Aurora, told 
personally several years ago that! 
his father did write the quip: | 

“If a man write a better book. | 
preach a better sermon, or make a| 
better mouse trap than his neigh- 
bor, tho he build his house in the | 
woods, the world will make a} 
beaten path to his door.” 

It is well known that Elbert Hub- | 
bard was a great admirer of Emer-| 
son. In the case of the “mouse | 
trap” line, Hubbard is supposed to | 
have written it, admired it so much | 
that he claimed it ought to have| 
been written by Emerson .. . and} 
so he signed Emerson to it and pub- | 
lished it. | 

At least that is his son’s story. 
No student of Emerson would ever 
seriously believe Emerson wrote 
the disputed lines. They are 
Hubbardish. 

GEORGE S. SHAFER, 

Sales Promotion Dept., Ameri- 

can Book Company, 

Falls, N. Y. 


me | 


too 


Niagara 


v 7, = 


The Worst Has Come 


To the Editor: Enclosed you will | 
find what I regard as a perfect 


lon that 


Y " ») 
¥ jot 


YOUR FIRST 


‘€ 
5 


CHANCE TO BUY 


in > 
= A DIAMOND AIT Lolemawe a 
AT REDUCED PRICES! 


Holz» waw Prepares To Move’ 


4 


olzwmaws 


Recession’s Over 


To the Editor: If the enclosed 
advertisement is not unusual for its 
layout, it might be unique in the 
prices shown. When a jewelry firm 
dares to advertise merchandise at 
these prices, it is a sure sign the 
depression is over. 

We thought you might think so, 
too. 

A. S. PERRY, 

Advertising Director, Holz- 
man’s, Atlanta. 


{Editor’s note: Prices quoted in 


Letters are welcome. 


the advertisement range up to $1,650 | 


for a diamond bracelet. | 
v v v 

An Agency's View 

of Townsend Plan 


To the Editor: All agencies have | 


just received a proposal from | 
Townsend and Townsend which 
further disclosed their lack of 


knowledge of the whole structure 


= . : a 
of advertising. However, it is par- 


allel with the structure of their 
so-called Townsend Plan for eval- 
uating advertising. 

In evaluating the Townsend plan 
it seems that the most important 
phase of the plan has not been 
fully covered. Stripped of all dis- 


guises, the “Townsend plan of 
evaluating advertising” is, in fact, 
nothing but a selling device de- 


'signed to get new accounts. While 
‘the Townsend plan is defended by 
‘the originator as a 


method of in- 
creasing the effectiveness of ad- 
vertising, yet their own set-up of 
selling their system is not based 
result. Their set-up is 
new accounts for the 

understand that the 


aimed at 
agency. | 


example of one of the greatest | Townsend plan is proposed to agen- 
perils that beset the poor advertiser | cies as a plan which will get them 
and agency when they entrust their| mew accounts. And I also under- 
combined efforts to the makeup | stand their compensation is fig- 


man of—in this instance—a farm 
paper. 

A pipe advertisement was placed 
above worm powder copy, separated 
only by a hairline rule. The 
play lines seemed to read 
thing like this: 

“Enriches the flavor of any to- 
bacco—2960 worms from 250 birds 
in 48 hours.” 

I have shown this “perfect exam- 
ple” to ten persons. The women 
have been slightly nauseated and 
the men, especially the pipe smok- 
were affected much the 

D. L. Carr, 
Davies and McKinney, Erie, Pa 


some- 


ers, 


’ v v 


Likes Retail Index 

To the Editor: We are consider- 
ing putting out a review chiefly for 
inter-office use covering business 
conditions in our territory, with 
some comparison with national fig- 
ures where available. 
~ We 


certan 


would like permission to use 
of the figures from the In- 
dex of Retail Activity in 79 Markets 
which appears weekly in ADVERTISs- 
ING ASE, with proper credit 
S. K. Parr, 

Northwest Bancorporation 

Minneapolis 


dis- | 


same. | 


| ured largely on new accounts. 

If the big thing they claim for 
it, in presenting the plan to agen- 
lcies, is that it will get new ac- 


counts, then it should be viewed 
las such. It is a selling device in 
exactly the same sense as_ the 


| Townsend old age pension plan is 


a selling device. Both depend for 
| their success on the fact that the 
other fellow cannot, or will not, 


} reason 


it through. 
I think all advertising men agree 


that the idea of a discovery of 27 
|} points hitherto unknown to sea- 
soned advertising men is naive. 


| Seasoned advertising men, I think, 
all agree that there are rudimentary 
| points in advertising. These are its 
A.B.C.’s. To attempt to invest them 
| with mumbo-jumbo mystery and 
| ritual merely invites the amused 
criticism, “thou sayest an undisput- 
led thing in such a solemn way.” 
| The weakness of the Townsend 
| plan for evaluating advertising as 
la selling device for new accounts 
is this: It is based on the ama- 
teurish assumption that present day 
|} advertising managers do not know 
advertising. This weakness of im- 
|} properly evaluating the advertis- 
ling manager’s knowledge of adver- 


tising is evident. But despite the 
fact that many of today’s adver- 
| tising managers are men who have 


become advertising managers with- 
in the past ten years, they are 
better schooled in an understand- 
ing of the basic principles of ad-| 
vertising than were advertising 
managers generally 15 or 20 years | 
ago. To assume that present day | 
advertising managers are either | 
gullible or lack advertising knowl- 
edge argues lack of first-hand | 
knowledge of the advertising field. | 
Yet for the Townsend plan to suc- | 
ceed as a sales tool it must pre-| 
suppose one or both of those very 
two things. 

In nearly every advertising 
agency there are records and sta- | 
tistical proofs of comparative ad- 
vertising performance — records 
which prove that good advertising 
pays and pays well. And the longer 
one is associated with advertising, 
the more he becomes convinced that 
good advertising today is more 
often the rule than the exception. | 

The unfortunate angle which 
arises from the offering of Town- 
send & Townsend is that the pres- 
entation of the plan contributes | 


| ecutives. 


Barlow Advertising Agency, 
Syracuse. 


ee 


Gives Hint to Other 
Business Papers 

To the Editor: I am an assiduous 
reader of ADVERTISING AGE and 
would consider myself extremely 
out of luck should I be denied the 
opportunity of examining every is- 
sue. 

I have noticed the freshened ap- 
pearance given by your new typog- 
raphy. It always impresses me 
when a business paper, as well as 
dailies and others, takes time out 
to dress up and make its appearance 
of more interest to readers. 


W. R. CUNNINGHAM, 


Adv. Mgr., Legal Intelligencer, 


lon the part of many business ex- | VE | R 

It is unfortunate that, in | BELIEVE IT 0 NOT 
order to use their selling tool for = £§£=£~———-——-— as 
| getting new accounts, they must at- | DON T WASTE your MONEY |); ~ 
tempt to damage faith in advertis-| | ADV if 
ing on the part of many executives | { ERTISING ON FENCES | | 
| by promising them the moon. The! , ADVERTISE in 4 \{ | 
| Townsend contribution to advertis- New Era Herald ff 
ing, therefore, is making the task| } — au 
‘of every advertising man a little | .\ LAMININ ESRI REA a 
harder in the fight to build a proper FENCE ADVERTISEMENT ae 
respect for advertising as a whole. IN HALLETTSVILLE Texas 

E. S. BARLow, — : 


Inconsistency 


To the Editor: I believe all your 
readers would enjoy the discovery 
of the peerless “Believe It Or Not” 
Ripley as much as I did. Why not 
reproduce it? 

VIRGINIA Murray, 

Office Manager, Ted Levy Ad- 

vertising Agency, Salt Lake 

City. 

" Vv F 


Absorption Tougher 

To the Editor: Headlines such as 
“Absorption Easier,” which ap- 
peared in ADVERTISING AGE last 
week, may make absorption easier 
for Johnston, but tougher for 
Swinehart. Or is Lew (Streamline) 
Lehr working for you now? 

L. R. SWINEHART, 


ie 


much to the disbelief in advertising| Philadelphia. Chicago. 


Pe 


Cove 


call it “‘paying coverage.” 


erage as differentiated from 


that power alone is not all 


When Planning 
To Buy Time In 
Rochester .. . 
REMEMBER 
ROCHESTER 


BASIC CBS 


Football 


Call It 
‘Pay-otf 


Coaches 


rage 


Time Buyers Call It Paying Coverage 


Football coaches and crowds in the stands 
thrill to coverage where it counts—cov- 


coverage that wanders off into the other 
fellow’s trading area means little. 


ines. tls 


PREFERS .... 


erage that spells win or lose! 


Radio time buyers today are thinking in 
terms of “pay-off”? coverage, too. 


They 
Paying Cov- 


erage is the actual listener per dollar cov- 


map coverage. 


Sponsers likewise have come to realize 


powerful. In 


view of present day network set-ups and 
present day listening habits, they know 


Representatives: Paul H. Raymer Co.; New York, Chicago, Detroit, San Francise? 


That’s why WHEC is primarily inter- 
ested in intensively covering the rich, wide 
Rochester trading area . . . and every lis- 
tener-survey speaks glowingly of the tops 
job we’ve made of it! 


It’s not the potential listening area,— it’s 
the actual listeners you get! That’s “pay- 
off” coverage! That’s the coverage 


WHEC gives you!—And that’s all you 
pay for! 


{| ¢ 


— wt 


i. 


d | he i Sea q 1 ae Sete t ou ar a, , ne? : Tote a> >. ee oie Ate) (ee > ES % ° ie SY fe f wee is ge rrery > i, sora r - his Eos 
— s ae 
‘ ae 
16 ee fF 
| — ; 
+ | 
- \ ; ae ~ 
7 ¢.88 b }/el eee : 
Shs a os | 
“ehes: 
gt ” | ee 
sx ml 4 Ss { ; ) 2 ve 
Eee pS | LF 
pee | : De DY 6)... & * 
oe > WB’ — TA Pi 
poe i. BD“ uke “a 
aa oS: “i ky? 
a. %, % wy 
bet WH ONO 877 | # 
os vs -¥ tol ) y | : 
7 WAG; AY 0; a Fi, 
aa ; | 
we Nee | | 
ioe Ge ie ee ee. ae oe _ Ry ee 
| 
me ; ( ; 
A i. ad i “ ; aa ° 
ar | Ng j 5 
ai . ; : a 4 A ‘ {iP = ‘ 3 : 
pe re oad > ‘i : Aan e . ¥ ' 
oe: a a dal so 2 “a ; f ~ oi 4 
” J es 
— Ae K: a * 
Py eee i ip > : ye 
ee | fi a> Si 
ig itd c me i ” ; ss 
ie pO a RY § 
oe | | ae ; . % Se ( 
a a a 4 jj + 7 \) Sia. 
"Se ir " a ™ b 
* ? | 7 Y : P , 
Bs ‘ wil a 
Ps & mt 
id é aia ie bh 
oa 7 
: = ee : 
— - Ol 
ey o 
? 7” iy Po Po ; . 
: ee 
2 : | 
Se po 
ee ee E 
2 _ ee | 
D 
A 
, _ _ : : 
7 f Css 
sy : = ae 
ee 
by fF 
_ Prin 3 o, $ . Ue * x | ad ‘ Pe - a "e 7 48 ae ales ‘ is A Be Sa a & a . P ry i ane 7 
é 5 " y 5 F, My er * oe aes 
; , a gt x 


4 


4 
a 


October 3, 1938 


ADVERTISING AGE 


17 


— 


JOINS MeCALL 


Kenneth C. Watson, who has become 
vice-president and a director of Chester 
HH. McCall Company, New York. He 
will continue to handle the account of 
Commercial Credit Company, Baltimore, 


which he serviced with United States 
Advertising Corporation. 


Create New Brand | 
for Bulk Goods | 
Sold by Grocers | 


New York, Sept. 28.—Seeking to | 
develop a national brand name for | 
sold in independent | 
ocery stores, Oneida Paper Prod- | 

Inc., and the Continental Bag | 


bulk goods 


~ 


Specialties Corporation, both of 
New York, will inaugurate a plan 
to enable small retailers to employ 


the mass merchandising and self- 
service techniques used by super | 
markets. 

The plan is for wholesalers to | 
|| bulk products already packaged | 
n cellophane bags, to be displayed | 
by independent retailers in self- 
service islands. All of the bags will 
bear the trade name “Golden | 
Square,” and the slogan, “You can 
ee the fine quality.” 

Arthur R. Heineman, manager, 
Cellophane division, Oneida Paper 
Products, Inc., believes that the | 
plan will enable small markets and 
corner groceries to compete on a/| 

lore even basis with super mar- 
kets. He also thinks that wholesal- 
ers who have lost volume since the 
advent of super markets can use 
the system to recapture lost sales in 
bulk merchandise. 

Mr. Heineman said that most 
vholesalers have for some time | 
been handling both cellophane bags | 
and bulk goods, but packaging bulk 
merchandise has been left to the re- 
The result has been, he 
said, that bulk sales in small retail 
outlets have slumped. 

Grocery items to be pre-packaged 
by wholesalers in “Golden Square” | 
cellophane bags include biscuits, 
andies, cereals, coffee, fruits, nuts, 
tea, sugar, dried vegetables, and 


} 
nou 


tailers. 


Utica & Mohawk to | 
Educate Salespeople 

Fall merchandising of sheets and 

cases by Utica and Mohawk 

n Mills, Inc., New York, will 

education of retail sales- 

Peo] through a 20-page sales 


manual, which ties in closely 
Utica and Mohawk advertis- 
has been prepared and distrib- 
a by the department of merchan- 
education of Good Housekeep- 


Woolley Leaves BBDO 

© S. Woolley, associated with the 
““W York office of Batten, Barton, 
Yurstine & Osborn, Inc., for 18 
Nea S resigned to join Charles 
Me “ong, Jr., merchandising display 
avert Mr. Woolley will di- 


Gets Spurgeon Hosiery 


Earle A. Buckley Organization, 
Philadelphia, has been appointed 
to direct the advertising of Spur- 
geon Hosiery Corporation, Phila- 
delphia. Business papers and direct 
mail will be used. 


RM&H Appointed 


Practical Diesel Training Com- 
pany, Detroit, has appointed Rick- 
erd, Mulberger & Hicks, Detroit, to 
direct its radio advertising. R. H. 
Edsall is account executive. 


Offers Radio Courses 


Columbia University, New York, 
has announced its list of evening 
courses on radio which will begin 
Oct. 5. 


attention between the New 
nad Philadelphia offices. 

Would Ban Sales Tax 

,. 2“) which would prohibit the 
Philadelphia from adopting 

tax ordinance has been 

ed in the Pennsylvania 
| representatives. 


Firestone Woos 
Farm Market with 
Two Big Shows 


New York, Sept. 28.— Firestone 
Tire & Rubber Company will in- 
crease its bid for the farm market 
this fall by putting two outstanding 
agricultural shows on the air. The 
plans were revealed here today, fol- 
lowing the start of the new Good- 
year Farm Radio News program, 
which made its bow Sept. 26. 

The first of the Firestone broad- 
casts will come Oct. 11, 12, and 13, 
in connection with the National 
Dairy Show in Columbus, O. The 


program will be heard over 49 NBC 


stations from 4 to 4:45 p. m. with 
a repeat over eight stations from 
5:45 to 6 p. m. 

The International Livestock 
Show, in Chicago, will be put on 
the air daily from Nov. 28 to Dec. 
2, 4 to 4:15 p. m. over 105 NBC sta- 
tions, with a repeat broadcast over 
eight stations from 5:45 to 6 p. m. 
These network programs, arranged 
through Sweeney & James Com- 
pany, Cleveland, are in addition to 
a series of transcribed programs 
which Firestone announced last 
summer. 

The new Goodyear show, using 
an NBC network of 47 stations, is 
timed to occupy the 15 minute 
period following the NBC Farm 
and Home Hour, a sustaining pro- 


gram. International News Service 
is providing National Broadcasting 
Company with the news for the 


Goodyear program, marking _in- 
vasion of a new field by INS. 
Account to Golovin 

Willard B. Golovin, Inc., New 


York, has been appointed to handle 
the advertising of Hope Reed de- 
signs by Greenbrier Frocks, Inc., 
New York. Class magazines, busi- 
ness papers and direct mail will be 
used. 


Agency for Howard 


Redfield - Johnstone, Inc., New 
York, has been appointed to handle 
the radio advertising of Howard 
Clothes, New York. 


DO YOU KNOW WHAT MONTHLY MAGAZINE MAKES NEWS 


BY PROVIDING NEWS FOR DAILY PAPERS BY THE 


EDITORS’ OWN TESTIMONY -— HAS PROVED THEIR JUDG. 


MENT BY ATTRACTING 400,000 NEW BUYERS IN 3 YEARS? 


SEE NEXT PAGE 
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NBC Adds Michigan Web | Ad Club Hears Benes Ludlow Shows Faces Pond Returns M ak ers of G ad af 

The Michigan Radio Network, Former Senator Votja Benes, Ludlow Typograph Company, William H. Pond has returned to g 
comprising stations WELL, Battle| brother of President Benes of|Chicago, has issued a one-line|the Boston Evening Transcript as 


Creek: WFDF, Flint, WIBM; Jack- 
son, and WJIM, Lansing, has joined 
the NBC Blue network, increasing 
the number of stations affiliated 
with NBC to 156. 


Mrs. LeSueur Joins WIBX 


Mrs. Josephine LeSueur, for four 
years with the CBS New York pub- 
licity staff, has joined station WIBX, 
Utica, as director of women’s in- 
terests. 


Cabell-Eanes Moves 

Cabell-Eanes, Inc., Advertising, 
New York, has moved its offices to 
342 Madison avenue. 


of metropolitan newspapers 
ABOUT THIS MAGAZINE! 


Czechoslovakia, was guest speaker 
at the luncheon of the Advertising 
Club of New York Sept. 30. 


Gets Foot Delight 

Bancroft Walker Company, Wal- 
tham, Mass., has appointed Bres- 
nick & Solomont, Inc., Boston, to 
handle the advertising of Foot De- 
light shoes. 


Crosby Adds Darnell 


Theodore W. Darnell, Jr., has 
joined Arthur Crosby Service, Inc., 
advertising agency, New York, as 
production manager and account 


|executive. 


Said 55 out of 96 city editors 


® City editors getting news from a woman’s 
magazine? Yes, indeed, 55 out of 96 inde- 
pendently interviewed said they found MOST 
OF THIS NEWS INTEREST IN THE LADIES’ 
HOME JOURNAL! Do you know that the 
women of America have proved them right — 


VITAL NEW JOURNALISM FOR TODAY’S WOMEN 


specimen booklet, showing typefaces 
available for display composition 
with the Ludlow all-slug system. 


Hollinshead Returns 


M. A. Hollinshead, former radio 
director of Campbell-Ewald Com- 
pany, New York, has returned to 
the agency as account executive for 
the World Transcription System. 


Beck to “Examiner” 

Robert R. Beck, formerly on the 
local advertising staff of the Balti- 
more News-Post, has joined the 


advertising staff of the Chicago 
| Herald & Examiner, effective Oct. 3. 


national advertising manager. He 
held this post before joining the 
New York office of Scripps-Howard 
in 1936. 


Gets Rand Rubber 


Rand Rubber Company, Brook- 
lyn, N. Y., has appointed Reiss Ad- 
vertising, New York, as advertising 
counsel. Consumer and _ business 
publications, as well as direct mail, 
will be used. 


Carter to Gray 


James N. Carter, Jr., has joined 
Jerome B. Gray & Co., Philadelphia, 
as account executive. 


4 


by awarding the Journal a circulation increase 
of 400,000 women in 3 years — 60% of them 
buying their copies at news dealers, Journal 
news values are attracting nation-wide atten- 


tion — creating news interest in Journal- 


advertised products too! 


and Anti-Freeze 
Join Hands 


Other Manufacturers 
Perfect Promotion as 
Winter Nears 


New York, Sept. 28.—First na- 
tional advertising of an alcoho] 
anti-freeze solution which is guar- 
anteed to give motorists winter- 
long protection will appear within 
the next month as the result of a 
unique tie-up between Marketing 
Associates, Inc., Newark, sales 
agent for the Alco-Save attach- 
ment to prevent anti-freeze evapo- 
ration, and the Pennsylvania A\l- 
cohol Company, maker of Quaker 
Brand anti-freeze. 

As the result of the joint mar- 
keting plan, the maker of an al- 
cohol anti-freeze will be able for 
the first time to match guaran- 
tees offered by makers of non- 
volatile solutions, such as National 
Carbon Company has been using 
in support of its Prestone. Guaran- 
teed Quaker Brand will be sold at 
$1 a gallon. 

Alco-Save is manufactured by 
Evans Products Company, auto ac- 
cessory manufacturer, of Detroit. 
It will be distributed by Market- 
ing Associates, a newly-formed or- 
ganization which offers national 
distribution facilities to manufac- 
turers. 

Alco-Save is a device which is 
attached to the overflow pipe of 
a car radiator, serving as a check 
valve to prevent leakage. The guar- 
antee which will be offered by 
Quaker Brand anti-freeze will be 
good only on cars equipped with 
the device. 

Advertising of the guarantee will 
be handled by Platt-Forbes, Inc., 
New York, agency for A. K. Rich- 
ards, distributor of Quaker Brand. 
Newspapers and business papers 
will be used. The agency for Evans 
Products Company is Grace & Be- 
ment, Inec., Detroit. 


Others Are Active 


Other anti-freeze manufacturers 
are also laying plans for extensive 
promotion this winter. U. S. In- 
dustrial Alcohol Company, New 
York, plans a newspaper, magazine, 
and outdoor campaign for Super- 
Pryo. The newspaper drive will 
probably break in late October, and 
consumer magazine promotion will 
appear in November issues. Lam- 
bert & Feasley, New York, has the 
account. 

Commercial Solvents Corporation, 
New York, which has been promot- 
ing its Nor-way anti-freeze in busi- 
ness papers since April, has already 
begun a newspaper campaign in the 
Minnesota market. Spot radio, di- 
rect mail, and point-of-sale adver- 
tising awaits only the first cold snap 
for release. A second anti-freeze 
product of the company, Ajax Plus, 
will be promoted at the point of 
sale. Maxon, Inc., Detroit, is the 
agency. 

While planning an extensive drive 
for Zerone this winter, E. I. du Pont 
de Nemours & Co., Wilmington, will 
reserve its major effort until nex! 
summer. Audio Productions, Inc. 
Long Island City, has just com- 
pleted a new commercial film, “Coo! 
Heads,” which will be used by the 
Zerone division of du Pont to prove 
to 5,000 wholesalers’ salesmen that 
Zerone improves engine perform- 
ance in hot weather. 

The film shows that Zerone eD- 
ables automobile engines to get ™ 
of surplus heat quickly, also acting 
as a rust preventive. Batten, Bat 
ton, Durstine & Osborn, Inc., Ne¥ 
York, will conduct a winter a4 
vertising campaign for Zerone. 
Detailed plans have not been Te 


vealed. 


| Issues House Organ 


H. Armstrong Roberts, Philade!- 
phia,, pictorial photography. bes 
issued the first number of “Lig” 
— Shadow,” house organ. 
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(A ONE ACT PLAY WITH A HAPPY ENDING) 


Take it easy, Chief, it isn’t three o'clock yet! Those plates are promised 


at three and they'll be here at three! This outfit keeps 


its promises. Really, it would do your heart 
good to see their shop. It’s the last word 


in space and equipment. And a bunch 


‘ 


of engravers with that good old do 


or die for Rutgers spirit. Say with 


seven swell proof presses they can 


turn... here comes their boy in 


the door now. Didn't I 


tell you, Chief? 


‘} Collins, Miller & Hutchings, inc. 


| Photo-engravers 


- 207 NORTH MICHIGAN AVENUE : CHICAGO 


TELEPHONE FRANKLIN 5854 


JOHN AVERILL 
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Bread Advertising 
Gets Clean Bill 
After Analysis 


Adds Nothing to the 
Cost, Final Opinion at 
Washington 


Washington, D. C., Sept. 28 
While a study of bread prices look- 
ing toward a_ reduction in loaf 
prices was initiated months ago by 
the Consumers Council of the Agri- 
cultural Adjustment Admjnistra- 
tion, and is now in the 


Love Joins Horlick 
As General Manager 


Chase W. Love has been ap- 
pointed general manager of Hor- 
| lick’s Malted Milk Corporation, Ra- 
| cine, Wis. 
| He was formerly a business con- 
sultant on marketing and produc- 
tion, and previously was vice-presi- 
|dent and sales manager of Halsey, 
| Stuart & Co., Chicago. 


. 

Buckley to “Hairdresser” 
| Richard L. Buckley has joined 
ithe sales staff of The American 
| Hairdresser, Chicago. He formerly 


‘held the same post with Trailer 
Topics, and previously was sales 
promotion representative of H 


Lodge Robertson & Associates, 
counsel to publishers. 


hands of | 


both the Federal Trade Commission | 
and the Justice Department, there | 
is no indication that the probe will | 


result in decreased advertising by 
the baking industry. 

As a matter of fact, the AAA 
Consumers’ Council, best informed 
Washington authority on_ bread 
costs and margins of profits, has 
figures indicating that advertising 
cost 
head. Statistics in their hands show 
that advertising cost varies from '% 
of 1 per cent to 4 per cent of the 
price of a loaf. The larger figure 
is typical of that of the “big four” 
(Continental, General, Purity and 
Ward) and is Continental’s own fig- 
ure. Government economists do not 
believe that elimination of adver- 
tising would bring any substantial 
reduction in loaf prices. 

Continental, bell-wether for the 
industry, figures its advertising cost 
as .003 cents on an 8-cent wholesale 
price per loaf. If advertising were 
dropped completely, the industry 
could not afford to cut load costs as 
little as one-half cent per loaf, 
according to those best informed. 

It is pointed out, however, that 
promotional work, premiums, and 
other types of “push campaigns” in 
selling bread are probably charged 
to distribution costs which Conti- 
nental figures at approximately 10 
per cent of cost, or almost one cent 
a loaf. 

Continental, incidentally, bases 
its advertising campaign for each 
quarter on the previous quarter's 
net sales, devoting 3 per cent of net 
to advertising and splitting it fifty- 
fifty between radio and newspapers. 

Data Changes Hands 

The government investigation of 
the baking industry and_ bread 
prices specifically is quiet at the 
moment. After the AAA Consum- 
ers’ Council completed its study, it 
made recommendations and turned 


over data to the anti-trust division | 


of the Justice Department and the 
Federal Trade Commission. While 
making no official announcement, 
the FTC has indicated that there is 
probably no basis for anti-trust 
action. It has, however, 
over its data to the Justice group 


engaged in the special monopoly 
study under the Temporary Na- 
tional Economic Committee, au- 


thorized by the last Congress. The 
Federal Trade Commission has 
taken no official action on the data 
in its hands and the investigation 
is in the “study stage” there. 
While no official comment can be 
secured in government circles, it is 
generally believed here that some 
of the bread price reductions re- 
cently made stem from the govern- 
mental “interest” in bread prices 
As to the report that a government 
department or official may have 
suggested that advertising be elimi- 
nated by the industry, there is frank 
disbelief and open scoffing. 
Advertising, as such and the part 
it plays in commodity will 
undoubtedly be a subject 
upon by the monopoly 
group in the weeks to come 


costs, 
howevel 
touched 

tudy 


and will probably be an interesting | 
part of the report of the Committee 
to the Congres 


Baron with KFI 
Amos Baron, formerly with 
KEHE, ha joined = the al 


of KFI, Los Angel 


is the smallest item of over- | 


turned | 


Revived Candicod 
Resumes Place in 
Vitamin Parade 


New York, Sept. 28.— Leaping 
aboard the vitamin bandwagon, 
Standard Vitamins Corporation will 
begin advertising for Candicod, a 
cube-shaped, candy - like vitamin 
product, in eight Eastern markets 
Oct. 4. Newspapers and spot radio 
will be used. 

Candicod, introduced two years 
‘ago, has recently undergone a 
| change in management. The prod- 
uct has been repackaged to look 
like a pharmaceutical. The list 
price for a month’s supply is $1.25, 


and a trial size to last 10 days sells | 


for 50 cents. A double-edged copy 
theme will be employed during the 
campaign. 

The professional endorsement 
angle will be supplied by a physi- 
cian who testifies that Candicod is 
“the 100 per cent effective way to 
take cod liver oil,” and a child de- 
clares that “I love to take vitamins 
this way.” A door-to-door sampling 
campaign will bolster publication, 
radio, and point-of-sale promotion. 

Major distribution and advertis- 
ing emphasis will be tested in the 
Philadelphia area. Buffalo, Syra- 
cuse, Albany, and Rochester are 
major upstate cities in which the 


product is being introduced. The 
New York City market will be 
tested in a smaller way. Insertions 


of 100 lines on a_ thrice-a-week 


_ = | 


schedule will be used generally jp, 
newspaper advertising. 

Peck Advertising Agency, 
York, has the account. 


New 


People’s Press Agency 


People’s Press, weekly newspaper 
chain, is initiating a mewspaper. 
trade paper, and direct mail cam. 
paign aimed at sales and agency 
executives. Dundes & Frank, Inc. 
New York, has been appointed tg 
handle the drive. 


Hot Drops to Korn 


J. M. Korn & Co., Philadelphia. 
has been appointed by Hot Drops 
Company, Philadelphia, to conduct 
a newspaper, radio, and car card 
campaign for the company’s men- 
tholated cough and throat drops 
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Residents Plan 
to Purchase Co-op 
at Greenbelt 


York, Sept. 27.—Moving 
soward the final step which will 
make residents of Greenbelt, Md., 
the actual owners of their coopera- 
tive community, representatives of 
a8 civic groups ranging from the 
Gi | Scouts to the American Legion, 
nave approved a plan to sell stock 
and take over control from Green- 
be + Consumer Services, Inc. 

| Herbert E. Evans, vice-president 
al treasurer of Greenbelt Con- 
ser Services, told ADVERTSING AGE 
h r stock will probably be offered 
re | ale within the next two or three 


New 


ices, a subsidiary of Consumer Dis- 
tribution Corporation, invested 
$40,000 in establishing the all-coop- 
erative business section which the 
community now boasts. It is ex- 
pected that the services of the spon- 
soring organization will be retained 
to manage the business enterprises, 
if the residents vote to that effect. 

Mr. Evans also said that the 
attention focused on Uncle Sam’s 
second cooperative venture, at 
Green Hills, O., as the result of 
a recent attack by a Cincinnati pub- 
lication, has resulted in an increase 
in sales of cooperative stores. A 
meat department was added to the 
grocery store last week, and sales 
volume for the week climbed to 


nearly $2,000 from about $1,300 the 


about 50 per cent populated, and 
now numbers 350 families. 


Polk Miller to Ayer 


Polk Miller Products Company, 
Richmond, maker of Sergeant’s dog 
remedies, has appointed N. W. 
Ayer & Son, Philadelphia, to handle 
its advertising in the United States 
and Canada. 


Course in Research 

Columbia University, New York, 
will offer an advertising research 
course this fall in charge of D. E. 
Robinson, director of research, Fed- 
eral Advertising Agency, New York, 
and president, Market Research 
Council, New York. 


Squire Promoted 


Stanley F. Squire, formerly as- 
sistant art director of Clements 
Company, Philadelphia agency, has 
been appointed art director, suc- 
ceeding the late Ripley W. Bugbee. 
Ernest Moessner has been added to 
the art department. 


Ritscher in New Post 


William J. S. Ritscher has been 
appointed vice-president in charge 
of sales for Haskell-Oberlin Com- 
pany, Chicago, publisher of educa- 
tional courses in sales promotion 
work. 


Issues Year Book 


Greater Buffalo Advertising Club 
has issued its third annual year 
book. 


question but 


@ Many 


* Names on request. 


a A Mc 


pare 


GRAW-HILL 


zs 


* “I see more BUSINESS WEEKS 
on customers’ and prospects’ desks 
than any other magazine, business 
or otherwise. There is very little 


ing in BUSINESS W EEK is about 
the best advertising they do.” 


that ’s advertis- 


Read these letters from men who have to “say it with orders” 


| PUBLICA 


salesmen have written to tell us how BUSINESS WEEK help. unem 
in their work. We present here a few typical excerpts from their letters.* 


@ Such testimony from salesmen, is evidence that advertising, when directed 
to the right people in the right place, does help salesmen sell. 


— « 


Editor Tells 
of Campaign 
That Took Award 


Chicago, Sept. 26—How Ameri- 
can Builder and Building Age 
promoted and capitalized on_ its 
editorial campaign, ‘More House 
for the Money,” was revealed today 
to the Chicago Business Papers 
Association by Bernard L. Johnson, 
editor, and L. M. Forbes, promotion 
manager. The editorial campaign 
received first award last week in 
Industrial Marketing’s annual com- 
petition among business papers for 
the best series of articles or edi- 
torial campaign published during 
the year ending Aug. 1. 

The campaign was conceived to 
correct false price-thinking as to 
present-day home building costs 
and values. It was merchandised 
to all factors in the building indus- 
try and prepared in a manner to 
permit its use by them in their sales 
efforts. Publicity was received in 
newspapers throughout the country 
having a combined circulation of 
thirty million copies. 

As a result of the publication’s 
educational program and to cooper- 
ate in the movement, the Producers’ 
Council, representing leading manu- 
facturers of building products, 
commissioned J. Walter Thompson 
Company to prepare a seven-page 
newspaper campaign for use by 
local building interests. 


$249,000 for Space 


Under joint sponsorship and pro- 
motion by the Council and Ameri- 
can Builder and Building Age, the 
campaign has already appeared in 
newspapers in 178 cities in 34 states, 
representing $249,000 in space costs. 
From additional requests received 
for the campaign, it is estimated 
that it will eventually have ap- 
peared in a minimum of 200 cities 
at a total space cost of $300,000. 

“The campaign was given to the 
building industry at a critical time 
when a great portion of it had been 
licked by the propaganda that 
building costs were abnormally 
high,” Mr. Johnson explained. “The 
facts which were presented, how- 
ever, gave building interests a new 
approach to the situation and rew 
sales ammunition which, when used 
with the newspaper campaign, defi- 
nitely turned the building trend in 
many communities.” 


Dexter, Hurd Promoted 


W. E. Dexter, formerly advertis- 
ing manager of MoTor, has been 
named business manager, and Ken- 
neth B. Hurd, advertising manager 
of American Druggist, has been ad- 
vanced to the business managership 
of that New York publication. W. F. 
McMahon has been named Eastern 


advertising manager of American 
Druggist. 


Westmore Selects Grey 


House of Westmore, Inc., New 
York, has appointed Grey Advertis- 
ing Agency, New York, to handle 
advertising of its line of cosmetics. 
Newspaper advertising will be in- 
augurated in areas where distribu- 
tion is complete. 


Chamberlain Shifts 

Warren M. Chamberlain has re- 
signed as advertising manager of 
Mademoiselle, New York, to join 
Parents’ Magazine, New York, in 
charge of fashion advertising. Clay- 
ton Cousens succeeds Mr. Chamber- 
lain at Mademoiselle. 


Purity Promotes Lemon 


T. C. Lemon has been appointed 
assistant to A. P. Shoemaker, gen- 
eral sales manager of Purity Bak- 
eries, Inc., Chicago. Mr. Lemon 
joined the organization four years 
ago after service as a newspaper 
representative, and has recently 
been sales manager of Purity’s 
|Northwest division. 


| Kratt loins | “Herald” 


Larry Kraft has been appointed 
promotion director of the Washing- 
|ton Daily Herald, Washington Daily 
|Times, and Sunday Herald-Times. 
|He was formerly with the New 
!York Journal-American. 
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Crohn in Chicago 

H. B. Crohn Company, New York 
newspaper representative in the 
negro field, has opened a Chicago 
office at 154 E. Erie street. Sid 
Kalish is Western manager. 


Seaman Promoted 

Cedric Seaman, advertising man- 
ager of Continental Baking Com- 
pany, New York, has been named 
director of sales and advertising, 
succeeding the late George M. Gott- 
fried. 
Starin in Milwaukee 

Arthur A. Starin, formerly sales 
promotion manager of Scholl Mfg. 
Company and John F. Jelke Com- 
pany, Chicago, has been named ad- 
vertising manager of Bloch-Dane- 
man Furniture Stores, Milwaukee. 


0 dinfume Wt Whe fl Va 


Texas Chain Names Rep 

International Radio Sales has 
been appointed national representa- 
tive by Texas State Network. Of- 
fices in New York, Chicago, Los 
Angeles and San Francisco will 
handle national sales for the net- 
work. 


Steele with Magazine 

Charles G. Steele has joined the 
advertising sales staff of Better 
Homes & Gardens. He will be 
located in Chicago. He was for- 
merly with Hays MacFarland & Co. 
and Peabody Coal Company, Chi- 
cago. 


Blackstone Moves 

Blackstone Company has moved 
to larger quarters in the RKO bldg., 
New York. 


Agency for Worumbo 
Husband & Thomas Company, 
New York, has been appointed to 
conduct advertising of woolen piece 
goods made by the Worumbo Com- 
pany, New York, and an infra-red 
lamp for killing insects made by the 
Leray Corporation, New York. 


Fuller Opens Agency 


R. J. Fuller, formerly publisher 
of Farmer’s Family Guide, has or- 
ganized American Advertising 
Agency at 315 Gilbert avenue, Terre 
Haute, Ind. 


Marvin Leaves J-W-T 

Richard Marvin has resigned as 
radio director of J. Walter Thomp- 
son Company, Chicago, to join a 
New York agency. 


Newsweek recorded a 


21.3% 


Gain during September 


Trade Commission| 
Moves Against 
Dr. Lyon’s Copy 


Washington, D. C., Sept. 28.—Ad- 
vertising of Dr. Lyon’s tooth pow- 
der, generally regarded as a model 
as far as effectiveness is concerned, 
will have to be revised if the Fed- 
eral Trade Commission has its way. 
The Commission today filed a com- 
plaint against R. L. Watkins Com- 
pany, alleging violation of the Fed- 
eral Trade Commission Act. 

At the same time, the Commis- 
sion announced that Procter & 
Gamble Company has entered into 
a stipulation to discontinue certain 
misleading representations in the 


ee 


a 


sale of its shampoo products, Drene 
and Special Drene for Dry Hair. 
“Representations made by the 
R. L. Watkins Company in its aq. 
vertising both directly and by infer. 
ence,” said the Commission, “are 
alleged to have misled buyers into 


believing that Dr. Lyon’s tooth 
powder possesses properties anq 
effectiveness identical with ang 


comparable to the preparations useq 
by dentists, and that tooth powders 
are better cleansing agents than 
pastes. 

FTC Lists Complaints 


“The complaint alleges that the 
powder does not possess the prop- 
erties claimed, is not essentially or 
basically the same as the substances 
used by dentists in cleaning teeth, 
and that powders are no more effec- 
tive for cleansing teeth than are 
pastes. 

“The respondent company js 
alleged to have unfairly disparaged 
competitive dentifrices, including 
pastes, by falsely representing that 
they contain harmful acid, also grit 
or pumice; that they injure, scratch, 
and destroy tooth enamel, tooth 
structure and mouth tissues, and 
are unsafe and dangerous to use 


La Ee 


= 
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EF September, 1938, Newsweck 


registered 


tising revenue over last September. 
Significance—This increase is 
cloguent testimony to Newsweck’'s 
ability to produce. More and more, 
astute advertisers are recognizing that 


it offers the most economical means of 


a 21.3%) gain in adver- 


Yewsweek 


and spend . . 


for so little 


addressing forward-peering, progressive 


people with the intelligence to earn. . . 


. money. On the basis of 


its thrifty page rate, one dollar spent in 
Newsweek buys 194 families with annual 
incomes in excess of $3,000. No other 


national magazine offers so much. . . 


._. « The trend's to Newsweek. 


The Magazine of News Significance 


“Other representations allegedly 
made by the company, contrary to 
the facts, are that Dr. Lyon’s pow- 

der is antacid and neutralizes acid 
/mouth conditions, will make all 
| normal teeth white and brilliant, is 
| a deodorant, is more economical to 
|use than competing tooth pastes, 
|and is a new and scientific discov- 
| ery giving results equivalent to 
| professional dental prophylaxis.” 

| The company also is alleged to 
| have misrepresented the value of a 
bracelet advertised as being given 
to purchasers of Dr. Lyon’s powder 
| in exchange for 10 cents and one 
box front from a Dr. Lyon’s con- 
tainer. 

Revise Drene Claims 


Under the terms of the stipulation 
signed by Procter & Gamble Com- 
pany, it will stop advertising that 
it is impossible to produce another 
shampoo which will be as safe, 
pure, mild, or beautifying as Drene; 
that its shampoos are the only ones 
which will completely remove ex- 
cess oil, dirt and perspiration accu- 
mulations from the hair, or which 
are non-alkaline, and that use of 
either of its products will make 
dyed hair natural looking, unless 
this assertion is specifically limited 
to those cases in which the hair is 
unnatural in appearance due to in- 
complete cleansing or lime soap 
deposit. 

Procter & Gamble Company also 
agreed to cease comparing its prod- 
ucts with “ordinary” shampoos in 
/any way which imports or implies 
|that such a comparison is true as 
regards all other shampoos. 


Domore Renames Agency 


Domore Chair Company, Elkhart, 
Ind., maker of executive, clerical 
|and factory posture chairs, has re- 
appointed MacDonald-Cook Com- 
pany, South Bend, to handle its 
| advertising. 


| Boys WILL BE 


| MEN 


In a brief ten years, the high 

school readers of The Amer- 

ican Boy will be adults with 

buying-power of their own. 

Convince them today. T° 

L———— morrow their good-will ™4) 

mean all the difference be 

tween plus and minus in your 
business. ; 

But “today” enters the p<" 

ture too. When you put your 

product name into a youngs 

ter’s mouth, you forceful) 

put it into Dad's and Mother * 

ears. And Dad and Mother 

can’t ignore your product 

for they can’t ignore thet 

youngster's voice, the voice 

The A YOUTHS COMPANION Fons 


‘American Boy 


DETROIT MICHIGAN 
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G. W. Danielson, 
Former Agent, 
Dies in Providence 


providence, Sept. 28.—George W. 
Danielson, for many years head of 
important advertising agency 
re, died yesterday at the age of 
e9 Mr. Danielson was the son of 
William J. Danielson, whom he 
ned in the advertising business 
oon leaving high school. Daniel- 
on & Son ranked high among New 
rneland agencies for many years, 
' imbering among its accounts such 
advertisers as Clicquot Club 
Company. 
rhe elder Danielson died in 1916, 
and the son carried on until several 


years ago, when he decided to liqui- 
date the business. Mr. Danielson 
thereafter served as an advertising 
consultant. He was a charter mem- 
ber and past chief crier of the Town 
Criers of Rhode Island. 
CHARLES DURYEA, 
OF AUTO FAME, DEAD 

Detroit, Sept. 28.—Charles_ E. 
Duryea, generally regarded as the 


father of the automotive industry, 
died here today. He was 76 years 
old 

Although a warm controversy 
exists as to the man to whom the 
industry owes most, the majority 
of historians give the honors to Mr. 
Duryea over Elwood Haynes. Cars 
built both by Duryea and Haynes 
were accepted by the Smithsonian 
Institution. Aggressive Duryea ad- 
ertising set the pace which has 
since been maintained by the auto 
trades. 


BREWER LOSES 
CHARLES SCHNEIDER 


Cincinnati, Sept. 26.—Charles A. 
Schneider, 54, advertising manager 
of the Bruckman Brewing Com- 
pany, Cincinnati, died here Friday. 

Mr. Schneider joined Bruckman 
in 1935. He served many other 
prominent advertisers prior to that 
time, the list including Philip Carey 
Company, Northwestern Mutual 
Life Insurance Company, and the 
General Iron Works. 


HEARST EXECUTIVE 
DIES IN CHICAGO 

Chicago, Sept. 26.—John T. Cush- 
ing, a member of the general man- 
agement of the Hearst Newspapers, 
died here Saturday. Mr. Cushing, 
who was 50 years old, was in Chi- 
cago on business when he _ was 
stricken with pneumonia. He wa: 
moved to Lutheran Deaconess hos. 
pital, but failed to rally. 

Mr. Cushing was formerly pub- 
lisher of the Boston Daily Record 


Boston Evening American and Bos- | 


was | 


ton Sunday Advertiser. He 


connected with several other New 
England papers before joining the 
Hearst organization. 


ONE HUNDRED 
MILLIONS 


and = more—were spent by 
\merica’s chain stores in 1937 
for new store construction and 
modernization of older units. 
fell them your story in the 
publication that chain store 
men refer to throughout the 


sear .. 


Joins American Tag 
Walter Tilds, formerly in the ad- 
vertising department of Mills Nov- 
elty Company, Chicago, has been 
named advertising and sales promo- 
tion manager of American Tag 
Company, Chicago. 


St. George On Own 


Bela St. George, Jr., art director 
and account executive, Metropolitan 
Advertising Company, Inc., New 
York, has resigned to establish his 
own free lance advertising office at 
120. Liberty street, New York. 


Portland Agency Moves 
Mac Wilkins & Cole, Inc., Port- 

land, Ore., has moved to new quar- 

ters in the Corbett bldg. 


Boston. 


GREATER @ 
- BOSTON — 


Survey Makes 
Exciting Story 
for Old Quaker 


New York, Sept. 27.—Marking 
the entrance of Old Quaker whisky 
into the three-year-old class, 
Schenley Products Company has 
launched a coast-to-coast newspa- 
per campaign in which a variation 
of the familiar testimonial tech- 
nique is used to reveal the findings 
of a consumer survey. Display 
copy ranging up to 1,000 lines is to 
appear once a week in more than 
300 cities. 

The survey. which 


forms the 


The table of percentages given below is the result of a 
week's survey to determine the relative popularity of all 
eight Boston radio stations. Interviews included persons in all 


income groups in 20 neighborhoods throughout Greater 


The survey was made by the Hooper Holmes Bureau, Inc., 


of New York, a national organization employing inspectors 


trained in obtaining accurate information. The bureau has 


done survey work for National Broadcasting Company, 


basis of the Old Quaker campaign 
was made by the Market Research 
Corporation among 1,000 men in 22 
states. It was designed to produce 
a cross-section of opinion without 
revealing the name of the product. 
Each of the men interviewed was 
asked to sample the whisky with- 
out being told the brand, and then 
to estimate at what price it should 
sell. The answers ranged all the 
way from “$4 or more” to the 
actual price of $2.08 a quart, and 
the average was $3.47. 

In the advertising, actual photo- 
graphs of consumers testing the 
unidentified Old Quaker are fea- 
tured, with captions naming the 
individuals and listing their price 


‘leads ALL S 


estimates. Headlines say: “1,000 
men claim Old Quaker is worth 
$1 more,” and the text tells the 
story of the survey. 

The campaign, under the direc- 
tion of Blackett-Sample-Hummert, 
will continue for the remainder of 
the year and may carry over into 
1939. 


New “True Story” Rates 


True Story, New York, has issued 
rate card No. 31, effective with the 
January, 1939, issue. Black and 
white pages will cost $2,825 and 
black and one extra color, $3,500. 
Inside covers will cost $7,250. The 
new circulation guarantee is 2,200,- 
000, compared with the previous 
figure of 2,159,000. 


oo ; 


at) 


tations 


Columbia Broadcasting System, World Broadcasting System, 


Inc., and for many nationally-known users of radio time. 


The universally accepted ' 


‘roster’ method was used, each 


roster including the accurate program listings of all Boston 


radio stations. Slightly over 200 personal interviews were 


made for each period (morning, afternoon or evening) 


throughout the week. On each call, the inspector asked if 


the radio had been used, limiting his query to the period 


immediately preceding his call. 


Sunday, July 31, 1938 thru Saturday, August 6, 1938 


MORNING WNAC WAAB- WEEI WBZ 
7:00- 8:00 34.7 3.5 30.7 20.1 
8:00- 9:00 37.6 10.7 14.7 18.5 
9:00-10:00 16.2 14.9 24.2 31.7 
10:00-1 1:00 35.3 6.6 31.5 110 
| 1:00-12:00 29.3 8.0 26.2 20.8 

AFTERNOON 
12:00- 1:00 45.4 6.5 14.4 19.0 
1:00- 2:00 34.6 7.0 33.2 15.6 
2:00- 3:00 16.8 37.5 6.8 22.9 
3:00- 4:00 27.2 57.6* 4.7 5.8 
4:00- 5:00 15.8 61.9% 3.0 11.5 
5:00- 6:00 26.8 36.4 15.2 8.1 
EVENING 
6:00- 7:00 40.1 23.3 8.2 19.0 
7:00- 8:00 47.6 13.3 15.2 15.1 
8:00- 9:00 71.2 4.2 15.3 5.1 
9:00-10:00 26.1 5.5 47.0 18.9 
10:00-1 1:00 46.6 7.8 30.6 10.2 
| 1:00-12:00 42.5 9.0 19.4 24.5 

ALL DAY 

AVERAGE 33.9 21.2 20. 15.1 


WHDH WMEX WCOP WORL 


5.9 + 2.4 
8.3 5.7 2.4 
6.5 1.7 3.5 
6.2 4.3 3.0 
6.1 3.0 3.2 
3.6 4.2 4.5 
2.9 1.7 3.7 
2.5 2.0 9.9 
1.0 1.9 1.2 
1.7 4.2 9 
2.6 5.5 3.4 
2.6 2.9 2.1 
2.4 3.1 2.0 
1.8 1.9 ** 
1.5 9 + 
be 4.2 ** 
** 4.1 ae 
3.1 3.0 2.3 


The Latest Boston Station Popularity Percentages Broken Down by Hour Periods 


and Short Wave TOTAL °, 

2.7 - 100%, 
2.1 un 100%, 
13 i 100°, 
2.0 | 100%, 
3.0 4 100°, 
2.4 - 100%, 
13 - 100°, 
15 , 100°, 

6 ue 100°, 
1.0 -- 100°, 
2.0 am 100°, 
17 , 100%, 
Lt 2 100°, 
“* 5 100°, 
** r 100°, 
** 6 100%, 
“* 5 100%, 
1.2 F 100%, 


*The large WAAB audience between 3 and 5 is accounted for by the play-by-play broadcasts of the National League baseball games four 


afternoons during week of survey. 


**Station not on air. 


Write for folder giving complete survey analysis —a valuable guide for every agency and 


f<.) 


THE 


advertiser in buying broadcasting accurately for the Metropolitan Boston area. 


YANKEE NETWORK, INC 


21 BROOKLINE AVEN 


. » BOSTON, MASSACHUSETTS. 
EDWARD PETRY & CO., INC., Exclusive National Sales Representatives | er 
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Miss Wilcox Changes 


Helen J. Wilcox has resigned as 
publicity director of Oldetyme Dis- 
tillers, Inc., New York, to 
charge of sales and promotion for 
Hudson Valley Wine Company, 
Highland, N. Y. B. Balfour Haas 
will succeed Miss Wilcox at Olde- 
tyme. 


take | 


_Grizzard Named Head of 
‘Mail Service Group 
Claude Grizzard, Grizzard Ad- 
|vertising Company, Atlanta, Ga., 
|has been named president of Mail 
| Advertising Service Association. 
Other new officers are Edward 
Mayer, James Gray, Inc., New York, 
vice-president, and Ray Martin, Al- 


Fall Schedules 


of Networks 
Taking Shape 


New York, Sept. 28.—‘The Satur- 
day Night Serenade—Your Pet Pro- 
gram,” sponsored by Pet Milk Sales 


Program for Silver 


“Silver Theater,’ featuring stars 
of the stage and screen, will be 
heard over the CBS network from 6 
to 6:30 p. m. EST under the spon- 
sorship of 1847 Rogers Brothers 
and International Silver Company, 
Meriden, Conn. 


Fridays from 6:15 to 6:30 p. m. Over 
40 stations for Kellogg’s corn flakes 
Menjou for Texaco 

“Texaco Star Theater” will p 
heard on the CBS network begin. 
ning Wednesday, Oct. 5 from 9:30 


to 10:30 p. m. EST, under sponsor. 
ship of the Texas Company, Ney 


—aeanni bany Publishing Bureau, Albany,| (7 40) is, he Saou Sane Sneee Soe Ol 
Campbell Added N. Y., treasurer. rss a ened Se eee Students to Perform as master of ceremonies. = 
Abbott Kimball Company, Inc., ‘ . over the CBS aiaouie «= Saturdays Curtis Institute of Music will be- week, Max Reinhardt's “Workshop” 
New York, has appointed Stuart Show Liquor Promotion fr -30 to 10 T! “ gin its tenth annual series of broad-| Will give dramatic presentations 
Campbell as art director. Mr.| Forty countries will be repre- |? 9:30 to 10 p.m. The program | (3+; over the CBS network, Mon-| Written by Hollywood writers, anq 
Campbell was formerly vice-presi- | sented in a showing of alcoholic features Mary Eastman, soprano, day, Oct. 3. The programs, featur- featuring radio, stage and film stars. 


dent and art director of Kenyon & 
Eckhardt, and was president of the 
Art Directors’ Club, New York, for 


several years. 


Slate to Lend 


Phillips H. Lord, Inc., radio pro- 
ductions, New York, has appointed 


Sam J. Slate, formerly with Asso- | 


ciated Press and Columbia Broad- 
casting System, as director of pub- 
licity. 


NOW 


beverage advertising to be exhibit- 
ed by Spirits, New York, wine and 
spirit business paper, the week of 
Oct. 10 in the News bldg., 220 E. 
42nd street, New York. 
ae magia 
Nevins to Doidge 

Lester P. Doidge Advertising, 
New York, has been appointed 
space representative for multiposter 
advertising machines to be installed 
{in Nevins Drug stores, Philadelphia. 


10 FALL COMMERCIAL 
NET WORK ORIGINATIONS 
ALREADY SCHEDULED FOR 


and Bill Terry, tenor. 
New Raleigh Program 


Brown & Williamson Tobacco 
Corporation, Louisville, will feature 
Tommy Dorsey and his orchestra on 
an NBC Red network of 52 stations. 
The program will be heard on 
Wednesdays, from 8:30 to 9 p. m. 
EST for Raleigh and Kool cigar- 
ettes. 


ing performances by students or 
alumni, will be heard Mondays 
from 3 to 3:45 p. m. EST. 


New Show for Kellogg 


Kellogg Company, Battle Creek, 
through J. Walter Thompson Com- 
pany, New York, will present “A 
Saga of Aviation’ over the CBS 
network on Oct. 3. The program 


| will be heard Mondays through 


WU 


Leading agencies are finding new characterizations and original presentations for their script shows 
and productions NOT needing Broadway and Hollywood talent and are SAVING MONEY to 
buy additional stations. You too can get the most audience for your network appropriation by 
economical production with WLW’s independent talent. 


New voices—fresh personalities—tomorrow’s stars—put sparkle in your script—save dollars 


in production. 


BUY MORE STATIONS 
WITH MONEY SAVED! 


More listeners—more sales! This is the point where appropriation dollars will stretch without 


weakening any part of the plan. 


the country. 


WLW maintains the greatest independent source of talent in 


ABLE STAFF AND SPOT 
DRAMATIC CAST OF 50 


If your show needs no big names you will find WLW staff dramatic and spot cast of 50 fits any 
script. Special talent to individualize your show is easily and economically added. 


53 staff musicians provide any type background . . 


and directors. 


Nationally known conductors, arrangers 


Many agencies in New York and Chicago find that WLW originating facilities provide big time 
showmanship at half the cost of metropolitan production. 


Colgate Sponsors “Bee” 


Colgate-Palmolive-Peet Company, 
Jersey City, will present “Ask-yIt- 
Basket,” a new type of weekly 
question bee, over the CBS network 
beginning Wednesday, Oct. 5. The 
program is heard from 7:30 to 8 
p. m. EST for Colgate dental cream. 


Experts Get Sponsors 


“Information Please,’’ NBC sus- 
taining feature, has been purchased 
by Canada Dry Ginger Ale, Inc. 
New York, for sponsorship over a 
coast-to-coast NBC Blue network 


beginning Nov. 15. The show will 


| continue from 8:30 to 9 p. m. Tues- 


days. J. M. Mathes, Inc., New York, 


| is the agency. 


Bugler Program Shifts 


Formerly heard from 10:30 to 11 
p. m. Saturdays, “Plantation Party,” 
sponsored by Brown & Williamson 
Tobacco Corporation, Louisville, 
will be heard from 10 to 10:30 p. m. 
effective Oct. 1 over the MBS net- 
work for Bugler cigarettes. The 
agency is Russell M. Seeds Com- 
pany Inc., Chicago. 


Ironized Yeast Renews 


“Good Will Hour,” sponsored by 
Ironized Yeast Company, Inc., At- 
lanta, formerly heard on Sundays 
from 10 to 10:30 p. m. over the 
MBS network has been renewed 
and will be heard from 10 to 11 
p. m. 


Spelling Bee Continues 


Cummer Products Company, Bed- 
ford, O., through Stack-Goble Ad- 
vertising Agency, Chicago, has re- 
newed Paul Wing’s spelling bee over 
23 stations of the NBC Red network. 
The program will begin Oct. 23 
and will be heard from 5:30 to 6 
p. m. for Energine. 


Three Appoint Ringer 

The Broadway Department Store, 
Los Angeles, has appointed Lee 
Ringer, Advertising, Los Angeles, to 
direct its radio, outdoor and street 
car advertising. Marshallia Guest 
Ranch, Inc., and Western Plumbing 
& Heating Journal have also named 
Ringer as advertising counsel. 


Robert Burns Expands 

| Robert Burns & Associates, Chi- 
| cago, creator and producer of mer- 
chandising displays, has moved to 
larger quarters at the same address, 
221 N. LaSalle street. 


McGaughey to AAA 


William H. McGaughey, formerly 
with Western Electric Company, 
has joined the public relations de- 
|partment of the American Auto- 
|mobile Association, Indianapolis. 


| — 
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CINCINNATI 


By 
; LARGEST INDEPENDENT IDEAS oun danes 
a SOURCE OF TALENT 
: This new book gives you up-to-the-minute & 
formation on what appeals, headlines, COPY 
and layouts sell most goods Contains 100 
full-page illustrations, 428 practical methods 
and devices. Tells you how to use contests 
| premiums, coupons, comic strips, cartoons 
Shows you how to get sales by using 5 
uppeal, brides, self-interest, ne¥* 
humor, horror, curiosity, etc 
Says Fred Kendall, Editor of Advertising & 
clling. in Foreword: “Book not only shows 
1 successful ads but tells you how to pr° 


GET FREE AUDITION 


Let us cast your script—furnish you with free record- 
ing. You'll be amazed when you listen and then 


look at the cost. 
WLW isaconstant source of NEW ideas. Several sus- luce successful ads. It will help arta 


. . . . . . , ; . 9 - ns new book ? davs F 

taining shows with audiences already built available ee ae ee 
° ad bd “ bd dress anc yusiness on cto in he mar 

for fall campaigns. Write, or wire or tune in vin and mail to Frank Dickman, McG 


130 W. 42nd St., New Yor 


babies, 


Hill Rook Co 
Tes J 
City In 10 days either send $4 Pp! iS We 
cents postage or return book postpaid ait 
y pay postage on orders accompanied by 
tance.) - 
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Many Retail Costs. 
Same in Europe 
and United States 


Department Stores 
Exception, Denmark 
Expert Says 


Boston, Sept. 28.—A surprising 
nondence between retail dis- 
‘ipution costs in Europe and the 
United States was revealed by 
ilius Hirsch, of Copenhagen, Den- 
- in an address yesterday be- 
the tenth Boston Conference 
on Distribution. Mr. Hirsch was 
ene of a number of European 
speakers who gave the program an 
international aspect. 

The fact that costs of doing retail 
business on both sides of the At- 
iantic are nearly identical in many 
lines led Mr. Hirsch to this con- 
clusion: 

“In modern distribution the per- 
formance cannot be increased 
almost indefinitely, as in industry, 
largely dictated from with- 


é 
] 
? 


but Is 
out. 

“It depends largely on fluctua- 
tions in the rate of shop occupation 
» and on the steadily growing demand 
for better service among all na- 
tions. It is no mere accident that 
the number of customers served an- 
nually in U. S. department stores 
by one sales person differs only one- | 
tenth from the respective number | 
in Germany, or that in English, 
German and Scandinavian consum- 
cooperatives the turnover per 
employe has been moving in the 

same direction since the beginning | 
of the century.” 

Mr. Hirsch said, however, that | 
department store costs in the United | 
States are now higher than in the} 
same type of European stores. In| 
1936, the ratio of expense to gross 
volume for department stores doing 
in annual volume of over $5,000,000 | 


ers’ 


was 33.3 per cent in the United | 
States: 32.1 per cent in Germany; 
23.7 per cent in England, and 


25.1 | 
per cent in Sweden. 

For department stores doing $2,- 
000,000 to $5,000,000, the United | 
States ratio was 32.6 per cent; Ger- 

iy, 30.3 per cent; Denmark, 27.0 

per cent; Switzerland, 26.0 per cent; 

> England, 25.4 per cent, and Finland, 
| 21.2 per cent. 

While cooperatives continue to} 
thrive in Europe, the most efficient 
form of retailing exists in Switzer- 
and Known as “Migros,” the 
method combines a combination of | 
— store and chain store which | 

vithin ten years has conquered | 

one-sixth of Switzerland’s total food | 
trade 
“For about 200 commodities,” said | 
Hirsch, “this ingeniously organ- | 
enterprise has reduced the} 
verage margin for wholesale and | 
etail trade together to about 11 per 


} 


Mr 


zed 


COVERAGE 


cent of volume—or about one-half | 
of the normal figure.” 

Anders Hedberg, president of a 
Swedish cooperative, likened con-| 
sumers’ cooperatives in Europe to 
chain stores in the United States, 
asserting that “when they first ap- 
peared they represented more ef- 
ficient methods of distribution and 
met the same reception—screams of 
horror.” 

Harold Whitehead, chairman of 
Harold Whitehead and Staff, Lon- 
don, described the development of 
government directed marketing 
boards in England. 

“Their proponents think of the 
boards as support in the develop- 
ment of industries to enable them 
to meet new forms of competition, 
in which governments themselves 
are the traders,” said he. “Their 
opponents talk of it as interference 
in free development and a crushing 
of individualism.” 

Thus far these marketing boards 
have been created to deal with 
wheat, milk, potatoes, hops, pigs 
and bacon. 


Hawes Appoints Agency 
Elizabeth Hawes, Inc., designer, 


New York, has appointed Hirshon- 
Garfield, Inc., New York, as adver- 


tising and merchandising counsel. 


stone 
Directory i in 


number of trade publications 


@ The advertisement shown here appeared in a \\ \\ \ st 


months. It was published by Jones & Laughlin to \ 
tell prospects how to find a J & L Cold Finished \ \" a will 
Steel distributor—just by looking in the Classified. \ \ 


This gives an idea of the value which the ad- 


“| English Dailies 
to Skeletonize 
If Worst Comes 


London, Sept. 26.— The daily 
press here has completed plans to 
go on a war basis immediately if 
and when hostilities open. The 
question of censorship lies in the 
future. In the meanwhile, the gov- 
ernment has told the publishers 
that it regards continuity of pro- 
duction as vital to public morale. 

It is hinted that war will result 
in some interference with the serv- 
ice given by the British Broadcast- | 
ing Corporation. Presumably, the 
broadcasting facilities would be | 
taken over in part for military com- | 
munications. 

Immediately on the declaration of 
war, newspapers here would reduce 
their size, the maximum being eight 
pages, and possibly four. The num- 
ber of copies of each would also be 
sharply restricted to conserve news- 
print stocks. It is estimated that a 
six months’ supply is available 
under war conditions. 

A possible pooling of resources 
by newspaper publishers has been 
discussed. The News of the World 


has only one plant—in London. The 


during recent 


FORT WORTH SEEKS BACK TAXES 


Howry Mehr « 
LETS You ANDI. 
PAY OUR CITY TAXES 


i* 
aa 


<4 WE. 


faga< eek eins , 


Be em 


A newspaper and poster campaign is being waged in the Texas city to sell tax 
payers the value of services rendered by their city government, and to ask them 
to pay for them. 


London Daily Herald also has a 
plant in Manchester, while the Lon- 
don Daily Express could publish 
from its Glasgow branch. 

The emphasis laid on accurate 


The UNUSUAL 
in advertising? 


sag seee 
LLPoOm, 
OvnacTOay 


reporting by the government dur- 
ing the crisis is indicated by the fact 
that high officials have addressed 
London correspondents on many 
occasions recently. 
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American Telephone and Telegraph Co., Trade Mark Service Division, 195 Broadway, 
New York (EXchange 3-9800) or 311 West Washington St., Chicago (OFFicial 9300). 
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...and has already begun to toss 
its bankroll to Long Island people. 
Next year Long Island expects 
50,000,000 visitors and 50,000,000 


people can't all be tightwads. 


Spend your advertising money where 
people have money to spend. 


Standard Rate and Data Listing: Hempstead—Lynbrook 
Freeport. Executive Offices: Rockville Centre, N.Y. 


Getting Personal 


Benjamin F. Fairless, pres., U. S. Steel Corporation; Juan T. 
Trippe, pres., Pan American Airways; Lester Armour, board chair- 
man, Chicago Stockyards Corporation; and Roy S. Durstine, pres., 
BBDO, are among the 2,434 new names included in the 1938-39 edi- 
tion of “Who’s Who in America.” . . 

Wm. J. Pape, publisher, Republican and American, Waterbury, 
Conn., was boomed for governor after an editorial crusade which led 
to a grand jury probe. He cecided to stick to his knitting, and with- 
drew from the race. . . Roy W. Howard, pres., N. Y. World-Telegram, 
is hunting and fishing in Canada... 

James B. Melick, v.p. in charge of sales and adv., Seagram Dis- 
tillers Corporation, and colleagues E. H. Dutson, merchandise mgr.; 
W. M. Swertfager, dir. of adv., sales prom. and pub. rels.; George E. 
Mosley, supervisor of adv.; and agency executives H. P. Warwick, 
exec. v.p., and Sam Youngheart, v.p., Cecil, Warwick & Legler, played 
hosts to pigeon fanciers and the press at breakfast atop the RCA 
bldg. prior to the launching of the Seagram Pigeon Derby. 


FORMER ENVOY GETS KEY TO CITY 


Leo R. Sack (right), former minister to Costa Rica and fiow vice-president of 

Schenley Products Company, receives the key to Portland from the mayor of the 

Oregon metropolis during the convention of the National Alcohol Beverage 
Contro! Association. 


Vincent Clausen, v.p., E. T. Howard Company, Gotham agency, 
bids fair to rival Bruce Barton as an adman-congressman. Clausen 
has gained the Democratic nomination for U. S. Congress from the 
ninth New Jersey district. His candidacy has the unsolicited endorse- 
ment of Mayor Frank Hague of Jersey City, and the chances are that 
Mr. Clausen will be moving to Washington... 

Kenneth Berkeley, mgr., WRC-WMAL, Washington, is on a trip 
to Europe. . . Don Stauffer, v.p., Young & Rubicam, Inc., is spending 
a month in Hollywood. . . Leroy W. Herron, adv. dir., Washington 
Star, addressed the Interstate Advertising Managers Association at 
Altoona, Pa., Sept. 24. . . Sherman K. Ellis, head of his own agency, 
is back from Scotland. . . 

Ed Swasey, v.p., Pacific Railways Advertising Company, tendered 
a testimonial dinner in San Francisco to T. D. Riley, treas., upon the 
occasion of Riley’s completion of 50 years in car advertising. “T. D.” 
has been in charge of the Barron Collier office in San Francisco 
since 1905... 


Henry R. Luce, the magazine maestro, will forsake his Stamford 
home for a 60-acre estate in Greenwich which he has just purchased. 
Commanding a view of Long Island Sound, the property boasts a 
main house with 25 rooms. .. J. V. Connolly, g.m., Hearst News- 
papers, is touring the West Coast, visiting Hearst properties. . . 

A. F. Connolly, v.p., Dorland International, Inc., N. Y. agency, 
is in South America to study advertising, merchandising, and mar- 
keting. . . Ray Loveday, art dept., Calkins & Holden, Inc., will teach 
advertising art at informal meetings of the Artist Group this winter. 
.. J. Ralph Corbett, head of the Cincinnati agency of that name, is 
visiting New York... 

Bill Coyle, formerly NBC night supervisor and sports announcer 
in Washington and now radio director of the Washington Star, owner 
of station WMAL, will conduct a class in radio broadcasting at 
Catholic University this semester. . . Charles Michelson, not the pub- 
licity man but the boss of the Michelson transcription service, has 
returned to New York after an extended trip. . . 

Paul Gulick, coordinator of the movie industry’s promotional 
drive, captained a film team which appeared on the William’s shaving 
cream “True or False” radio show. Gulick’s moviemen won, but the 
captain was the first man to leave the ranks by request. Rodney 
Bush, adv. dept., 20th Century Fox Film Corporation, was the indi- 
vidual winner and recipient of $25. . . Teammates were Si Seadler. 
asst. to Howard Dietz, a.m., M-G-M; Mort Blumenstock, publicity 
dir.. Warner Bros.: Lynn Farnol, a.m. and publicity dir., United Ar- 
tists Corporation: and Lou Pollock, a.m... Universal 
Company 


Pictures 


Clifford R. C. Nixon, London, England, representative of The 
Statesman, daily of Calcutta, India, has arrived in New York on a 
business trip that will keep him in this country for the next few 
months 

Norman S. Rose, a.m., Christian Science Monitor, has left Boston 
for a trip throughout the country. He will stop off in Washington, St 
Louis, Kansas City, Los Angeles, Salt Lake City, Denver and Chi- 
cago 

Grancel Fitz, well-known color photographer, is in Honolulu get- 
ting authentic Hawaiian color photographs to be used in Hawaiian 
Pineapple Company's advertising 

Karl M. Sayles, s.m., General Ice Cream Corporation, Cambridge, 
Mass., has been elected president of the Sales Manager’s Club of the 
Boston Chamber of Commerce Frances A. Townsend, former a.m. 
of Carlisle Hardware Company, Springfield, Mass., is now Mrs. Walte: 
E. Thompson, Jr 


ee, 


Economy bh 
Salient Feature 
of Super Markets 


New York, Sept. 27.—That Super 
markets are primarily shopping 
centers for car owners who drive 
from one to 20 miles, once , 
week, to save money on food pur. 
chases, was revealed in a survey 
conducted by the Hooper-Holmes 
Bureau for True Story in an effort 
to identify the factors which haye 
made this type of market such ap 
important element in retail dis. 
tribution. 

Information was obtained by in. 
terviews with super market cus. 
tomers in the North New Jersey 
area, including a typical variety of 
consumer types ranging from fac. 
tory workers, commuters, smal] 
shop owners and truck farmers to 
neighborhood bankers. No easy de. 
lineation between patrons was dis- 
covered, Buicks and Packards vy- 
ing with Fords and Plymouths in 
super market parking lots. 

The principal appeal of the super 
markets was found to be economy, 
82 per cent emphasizing this fac- 
tor. Other reasons given were con- 
venience, mentioned by 52.7 per 
cent, and quality, specified by 24.] 
per cent. 


Shop Once Weekly 


About half of super market cus- 
tomers shop once a week. Only 14 
per cent shop as frequently as two 
or three times a week and 24 per 
cent shop only once in two or three 
weeks. In chain stores, 68.5 per 
| cent shop two or three times a week 
i 10.8 per cent shop every day. 
| With independent stores, daily 
shopping is more common, being re- 

ported by 26.6 per cent, while 51.3 
per cent said they shop two or three 
times a week. 
| To reach super markets, 38.9 per 
| cent of the customers travel one to 
foseg miles, 31.7 per cent three to 
! 
| 
| 


five miles, and 10.7 per cent six 
miles or more. On the other hand, 
97 per cent of chain store patrons 
and 82 per cent of independent 
store customers travel less than a 
| mile. 

Weekly family expenditures in 
|super markets were recorded at 
| $2 or less by 20 per cent; $2 to $4.99 
by 23.6 per cent; $5 to $9.99 by 33.2 
per cent; and $10 and over by 23.2 
| per cent. 


| “Fortune” Adds Fowler 


A. Keith Fowler, formerly with 
Erwin, Wasey & Co., Marshalk and 
Pratt, Inc., and the Blackman Com- 
pany, has been appointed advertis- 
ing service manager of Fortune. He 
succeeds Keith Kimball, who re- 
cently rejoined Batten, Barton, 
Durstine & Osborn, New York. 


Kennison Promoted 


George P. Kennison, formerly 
|assistant advertising manager, has 
been named advertising and sales 
| promotion manager of United Drug 
| Company, Boston. 


WHAT 2c BUYS 
‘IN SCRANTON 


It buys world-wide reports 
from the three great news 
gathering agencies (AP, UP. 
and INS). It buys the finest 
feature writers, the best syn- 
dicated artists. It buys the 
largest local news staff in 
Lackawanna County and _ the 
better local news coverage 
that goes with it. No wonder 
then that the circulation man- 
ager of The Scranton Times 
hasn't had to resort to arti- 
ficial circulation - stimulating 
devices to give his paper 4 
larger circulation than all the 
other daily papers printed or 
sold in Seranton and Lack« 
wanna County combined, 54- 


112 (ABC). 


The Scranton Times 


Established 1869 
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H sApVICE TO INDUSTRY 


Lichtenberg 


_ Tells Goal of 
' Public Relations 


,ful predictions. But what happened 


this time? Two elderly gentlemen 


|who inherited from their father a 


CFAC and DMAA 


' Luncheon Hosts to 
i Direct Mailers 


Chicago, Sept. 28.—Paid advertis- 

ing in any legitimate medium con- 
) stitutes the most effective method 

ot accomplishing the public rela- 

r tions task currently facing business, 


) Bernard Lichtenberg, president of 
9 the Institute of Public Relations, 
x ? New York, told the Direct Mail Ad- 
i. ’ vertising Association today. 

s Mr. Lichtenberg’s address, given 
: 3 “ae 

r at a luncheon sponsored jointly by 


the DMAA and the Chicago Fed- 
erated Advertising Club, concluded 
the opening session of the direct 


e mailers’ 21st convention. Reports | 
9 of this and other sessions appear 
: elsewhere in this issue. 
> | sacking up his testimonial to | 
, paid advertising, Mr. Lichtenberg 
said that his own organization had | 
» recommended to its clients a total | 
' expenditure of $850,000 in paid. 
copy during the past year. 
- Borrowing much of its technique 
“i from publicity, public relations is | 
“a a widely misunderstood term, he 
ie commented. Publicity, also, is too 
e. often considered nothing more than 
". a series of “releases.” 

Mr. Lichtenberg’s definition of | 
public relations classed it as “the | 
truthful interpretation to the pub- | 
ic of the policies, practices and per- | 

rly onalities of a business and of its 
1as Management—so that the reputa- 
= ton of a business will actually 


gree with its character.” 

Events of the past two years, he 

“eclared, referring particularly to 

— nereased legislative control over 
» “Usiness, have brought responses in 

| pul relations projects which 


he 
the ilm of ideology and put it 
oi the viass of a definite func- 

f business.” 
past years, Mr. Lichtenberg 
isiness men have been widely 
and honored as “captains 

istry.” 

year,’ he commented, “he 
rd himself hailed as a cap- 
he tew dozen men who di- 
country’s largest and once 
{ chain stores heard them- 
illed ‘Captain Kidds of Wall 


of other Congressmen 
le other wild and wonder- 


DI 
me LAYS 


ners & Builders 
CONVENTION - EXHIBITS 
INTERIOR & TRAVELING DISPLAYS 


e . 
ISER’S DISPLAY STUDIOS 
Ave. - Chicago, 4236 


to take public relations out of | 


large chain store organization came 
out in the newspapers Sept. 15.” 
Opinions may differ as to the wis- 
dom of the Great Atlantic & Pa- 
cific Tea Company’s current cam- 
paign, Mr. Lichtenberg commented, 
and he ventured the opinion that it 
would have been unnecessary had 
an adequate public relations effort 
been launched in earlier years. 


Public Chary of Stunts 


“As public relations men,’ he 
said, “we are coming, either 
through a degree of mutual intelli- 


gence or through plenty of bitter | inside. 
experience, to believe in locking the| this country need right now is to! used. 


barn door before the horse is ridden 


out.” 


Further, he added, locking the 


barn door no longer comes under | 
the category of being a “stunt.” All| 


stunts indulged in for the sake of 
publicity are being looked at with 
a very critical eye, he remarked. 


Starts from Inside 
Critical of the National Retail Dry 


Goods Association’s current promo- | 


tion, launched to stimulate con- 
sumer buying, Mr. Lichtenberg said, 


| “Having society girls walk up and 
down the avenue in smart clothes | 


is not public relations. 
“Public relations starts from the 


of the 9 Southern California\ Counties 


For your share 


business, remember — 


of this 


The Best Buy Is... 


K 


* 


convince the women of this country 


|}company and release an advertising 


‘Gets Simmons Account 


| vertising Agency, St. Louis, to han-| death,” 


What the retail stores of | trade papers and direct mail will be | organization. 


Norfolk Names Burton 


John R. Burton, Jr., has been 
elected president of the newly or- 
ganized Norfolk Advertising Club, 


that retail advertising is honest and 
that prices are right. 


“Public relations is out of the 


theory stage. It is a fact. It is a| Norfolk, Va. Other officers include 
great friend to all the men who! Ellis Loveless, assistant business 
practice advertising. Again and|manager of Norfolk Newspapers, 


Inc., first vice-president, and Mrs. 
Evelyn Bartlett, advertising man- 
ager, Ames & Brownley, secretary- 
treasurer. 


again, public relations counsel is 
able to unravel some snarl inside a 


appropriation that has been held in 
abeyance for a long time.” 


Portland Club Expires 


The Advertising Club of Portland, 
Ore., formerly headed by E. D. 
| Smith, advertising manager of the 
Simmons Hardware Company, St.| Pacific Telephone and Telegraph 
ouis, has appointed Anfenger Ad-|Company, has died “a _ natural 


following unsuccessful ef- 
papers,| forts by the directors toward re- 
The club 
‘inactive since last spring. 


dle its promotion. Farm 


has been 


$122,141,994 of New Cars and Trucks 
59,260,000 worth of Gasoline and Oil 
41,114,644 worth of Milk 
23,985,200 worth of Canned Goods 
23,333,377 worth of Bread 
15,164,728 worth of Tires and Accessories 
13,902,347 worth of Drugs 
12,197,716 worth of Used Cars and) Trucks 
10,487,319 worth 
9,884,636 
9,023,290 worth 
5,954,346 worth of Cosmetics 
2,990,000 worth of Electric Washing Machines 


2,073,242 worth of Vacuum Cleaners 


Total purchases of $351 ,512,839 for the above items 
based on U. S. Department of Commerce figures 
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ADVERTISING AGE 


October 3, 1932 


Pigeons Carry 
Seagram Message 
to Governors 


New York, Sept. 27.—Tying in 
with the “salute to the states” which 
is featuring its fall campaign for 
Seagram Crown whiskies, Seagram 
Distillers Corporation has launched 
a transcontinental pigeon derby in 
which state governors will receive 
good will messages. 

Several thousand homing pigeons 
will see service during the promo- 
tion. The derby was inaugurated 
on the observation roof of the RCA 
building, 67 stories above mid-town 
Manhattan yesterday, in the pres- 
ence of members of the ‘Lost Bat- 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 
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PUPPET MAKES FRIENDS WITH STRANGE GIANT 


Scene from “Jerry Pulls the Strings,’ sound movie being introduced by American 
Coffee Company in behalf of the coffee industry. 


talion,’ whose lives were saved 
during the World War by a mes- 
sage delivered by a carrier pigeon. 
A galaxy of pigeon authorities also 
attended. 

One flight a day will be launched 
from key cities until the transconti- 


Filtrol Appoints 


Heintz, Pickering & Co., Los An- 
geles, has been appointed to han- 
dle the advertising for Filtrol Com- 
pany, Los Angeles, manufacturer 
of a bleaching clay used in oil re- 
fining. 


nental route is completed. Homing | ‘ 
pigeon clubs and individual fanciers | Plan Grocers Week 


are cooperating. The demonstration | 


National Retail Grocers Week 


features the first use of a device by| will be observed Oct. 10-15 by in- 


which 


case of emergency. Harry Meyer, 
New York fancier and specialist in 


pigeon messenger service for news- | 


papers, is the inventor. 
O’Mara to KVOE 

Jack O’Mara has joined the sales 
staff of Station KVOE, Santa Ana, 
Calif. 


ee 


any homing pigeon can be|dependent grocers throughout the 
mustered into messenger service in| country 


under sponsorship ef the 
| National Association of Retail Groc- 
ers, Chicago. 


Marshall Moads Mess 


_ Faraon Jay Moss, Inc., Holly- 
, wood, announces the election of 
Ross Marshall as president of the 
|company. Mr. Marshall was for- 
merly associated with the Los An- 
| geles Herald and Express. 


CK MAGIC 


over the air 
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Germany Holds 
Metal Too Precious 
for Packaging 


Europe Lingering in 
Age of the Paper Bag, 
Says Londoner 


Boston, Sept. 28. — Germany’s 
need of metal for military purposes 
has virtually eliminated use of 
metal packages in that country, 
John Ryan, sales manager, Metal 
Box Company, Ltd., London, told 
the tenth Boston Conference on 
Distribution today. Mr. Ryan said 
that Europe, abreast of the United 
States in many promotion methods, 
is still living in the “paper bag 
age,’ England being almost the sole 
exception. 

Germany's policy has resulted in 
use of glass and cardboard for 
packaging, Mr. Ryan said, but na- 
tional needs may force a return to 
more expensive substitutes. 

“Use of aluminum, although rela- 
tively higher in cost, is being en- 
couraged as a package material be- 
cause its use helps to reduce the 
problem of foreign currency and 
the balance of trade,’ said Mr. 
Ryan. “The development of syn- 
thetic resins is fostered by the same 


made here.” 

Packaging is usually related di- 
| rectly to living standards, Mr. Ryan 
said. In the United Kingdom, pack- 
|aging has reached the highest de- 
velopment in Europe. Switzerland 
is an exception to the rule, a high 
standard of living being linked with 
unprogressive packaging. 

Packaging in England has de- 
veloped hand-in-hand with new 
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- COLUMBIA'S STATION FOR CINCINNATI 


wd and oerted by 


policy and real progress has been | 


a 


| distribution methods, each depeng. 

ent on the other. The growth og 
the multiple store system and the 
fixed price store, for instance, pro. 
duced packages fitting a certain 
price level, carrying a decoration 
suitable for special counter display 
and which could be handed oy 
quickly. 

Mr. Ryan gave this summary of 
the European packaging situation: 

Scandinavia thinks mainly 
packaging in terms of woodpulp 
and its derivatives — biscuit labej, 
and cartons show useful designs. 

Holland likes to listen to the story 
of a new pack but is seldom Willing 
to pay for it. Embossed tin caskets 
for high class biscuits and sweet, 
are popular and well produced 

Belgium likes its vegetable cans 
to be printed and considers a paper 
label the mark of a cheaper line 
A marked increase in the use of 
very high class decorated boxes fo; 
chocolates and sweets has taken 
place. 

France is backward in the use of 
tinplate for new articles but per. 
fumery and cosmetics in glass, aly- 
minum and plastics are outstand- 
ingly progressive. 

In Germany the cigarette packs 
of Haus Neuerburg and Haus Berg. 
mann are particularly good—the 
severe and serious design of the 
former contrasted with the optimis- 
tic trend of the appeal of the latter 
In England the drive for consumer 
convenience, commodity protection, 
and eye appeal have produced many 
fine developments. It leads the 
world in vacuum packing of to- 
| bacco, for instance, yet in many of 
|these new ideas the tendency is 
| away from standardization rather 
| than toward it. 


Jones Promoted 


| Richard J. Jones has been named 
jadvertising manager of the Port- 
land Oregonian. He was formerly 
|manager of the local display adver- 
'tising department. 


Society met in Cincinnati. 
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Dominant photographs and submerged signature will feature a new campaign of 


the National Shawmut Bank of Boston in 


& Co. is the agency. is highly efficient on the operation| rate news. Deploring suppression | Paper which he sold about a year 


MUST LOOK FOR SIGNATURE | States views, Die. Selie 2. Cassie, 
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| positively useful from the social| Bellack Leaves Agency 
director, Institute for Consumer| point of view. Competition would Richard F. Bellack has resigned 
| Education, Stephens College, Co-| then become more truly a test of} from Daniel H. Storey and Richard 
S T O R M _lumbia, Mo., proclaimed the inabil- | actual efficiency in providing needed| F. Bellack, advertising agency, 
ity of consumers to run their own) goods and services. The best pro- Wausau, Wis., to become vice- 
affairs efficiently without outside| ducers in the community would a. was Gee ie 
pleton, Wis. The agency will con- 


| aid. gain from the improved judgment 
_ “The failure of consumers to act! of buyers and the efficiency of the|tinue under Mr. Storey’s direction. 
frome: ponies 4 and intelligently,” | economic system as a whole would sniibiame 
quoth he, “has seriously impaired he me : » increased.” 

rr : _ e correspondingly increased. ¥ 

_the efficiency with which our eco-| , Cassels said that the Institute — oncom 

'nomic system has operated. Much}, . ‘ ati "= ; a ne anchester boddady newspa- 
° emt esemaliive aivevtelin iad fol Consume Education is an inno | pers, the Daily and Evening News, 
jos s C 'p te mig : oy vation at Stephens College. Its! pos Angeles, are now being printed 
salesmanship is admittedly unpro-| nurpose is both to disseminate|on a new press which has a three- 
ductive. Much of our advertising| g¢onomic knowledge and provide a|color unit and also enlarges the 
has also resulted in the production | ojearing house for other toilers in| printing capacity from 38,000 48- 


|of comparatively unessential arti- that vinevard. page issues per hour to 45,000 64,- 
|cles, while other things of much * | page issues per hour. 

greater importance to consumers Free Distribution a Necessity . era 

still were lacking. Rice Back at “Times” 


“What is most important of ali, Ralph McA. Ingersoll, publisher} yowic M. Rice. for more than 30 
is the fact that the present lack of | and vice-president of Time, Inc.,/ years owner and editor of the Union 
discernment on the part of consum- said that distribution of goods is| Daily Times, Union, S. C., has re- 
Tartans end Gesten noepapers, Desemes ers allows many a producer who dependent on distribution of accu- purchased his interest in the news- 


‘side of his business to be driven to| of facts in Europe, he said that | @8° to S. A. Goodman. Mr. Rice 


os ipa es Messe: will also resume editorial and busi- 
the wall by another who is rela-|™Man’s impulse and necessity to} nogs management. 


? e . . tively inefficient at his real job, but | trade is so great that it is impossible | ne 
% tatistica Ig t Ss Oo happens to have a flare for the con- | to deny it without first resorting to Abel Names Greene 


4 to Boston Conference “With more competent consum- | human welfare—the distribution of Eastern advertising representative 


A Little Knowledge 
"Has Spelled End of 


Initiative 


4 30ston, Sept. 28.—Advertising 

~ men who attended the three-day 

,oston Conference on Distribution 

which ended today left with plenty 

of food for meditation. They were 

' told that the rise in business fore- 

casting has been accompanied by 

a corresponding decline in business 

© enterprise; that too many consum- 

ers feel that advertising adds to the 

price they pay for the product; that 

advertising preys on the consumer; 

that price maintemance is either in- 

' dispensable or monopolistic, de- 

pending on the viewpoint; and that 

distribution of news is the blood 
brother of distribution of goods. 

It was Malcolm P. MeNair, pro- 

fessor of marketing, Harvard Grad- 

| uate School of Business Administra- 

tion, who bemoaned the decline of 

) courage in business. The availabil- 

. ity of all kinds of statistical infor- 

, mation (which is in fact less com- 


Ora ie 


y 


plete and accurate than generally 
believed) causes business men to 
pay more attention to what other 
business men are doing, and thus 
increases the likelihood of mass 
rather than individual action, he 
said. 

This does not mean that business 

education is a mistake, but it does 
} mean that the path of business and 


BAGS 
[0 BAG NEW SALES 


ber BEMIS OPEN MESH BAGS 


for full-view, colorful 
packaging of fruit, 
vegetables, marbles, 
hard candy. 


10h 


Zr ®EMIS MAILING BAGS 


for sampling every- 
thing from cattle feed 
to grass seed. Also 
convenient for mailing 
cuts, small parts, etc. 


BEMIS CLOTH BAGS 


SS, for packaging bath 

f salts, corks, cereals 
and anything else that 
can be bagged. 


Send for samples and illustrations, 
Hating the nature of your product 


b 
SEMIS BRO. BAG CO. 


AVE. YN. N.Y. 
“8 POPLAR se BROOKLYN, N 


bd ST. LOUIS, MO 


Suct 


coction of clever sales appeals. denial of free distribution of news. 
' | “The fundamental fact is that Leonard Greene, 1265 Broadway, 
The New Competition |free distribution is a necessity of New York, has been appointed 


ee saiamets tak an ..|Of Charles Abel, Inc., Cleveland, 
goods Is necessary or economic publisher of The Professional Pho- 
welfare,” he said. “The two march |tographer and The Commercial 


hand in hand.” Photographer. id 


ers, survival in the struggle for 
industry is more complex than was business existence would be made 
thought, the behavior of business | to depend on a type of fitness more 
men more irrational, their motives 
less simple. 

“It is imperative that we increase 
our understanding of the business 
cycle to the point where we per- 


.. ° 
ceive that we are only aggravating | § he Seattle F mmes 
its excesses by our present be- | 
havior,” he said. | Ui 


Effect of Fair Trade 


The price maintenance feud was 
renewed by William H. Ingersoll, 
partner in Ingersoll, Norvell and 
Babson, New York, and Q. Forrest 
Walker, economist, R. H. Macy & 
Co., New York. Mr. Ingersoll pre- 
sented the case for minimum prices 
for trade-marked products by tell- 
ing what happened to the Ingersoll 
dollar watch when some dealers 
started selling it for 59 cents. Two- 
thirds of the volume was lost in 
such markets. 

Mr. Walker argued that price 
maintenance is a prop for inefficient 
retailers, and a _ corresponding | 
handicap on the efficient. 

“The term ‘fair trade’ is_ itself | 
shrouded with ‘magic ambiguity,’ ” | 
he said. “It is rank deception to 
describe laws that legalize fixed | 
resale prices as ‘fair trade’ laws. 
There is nothing fair in a system | 
that requires every retailer to sell 
an iiem at the same price even 
when he is not a party to the price- 
fixing contract. 

“There is nothing fair in a system | 
| that prevents the consuming public 
| from securing the advantages aris- 
ing from price competition among | 
merchants with different costs. | 
These laws do not reform competi- 
tive pricing practices, but they| 
legalize monopolistic pricing in the | 
field of distribution. While it is | 
gross misrepresentation to describe | 
these statutes as ‘fair trade laws,’ | 
the deception is not confined to their | 
name. It permeates their content 
and all the strategy used to secure | 
their enactment.” 

Mr. Walker said that fair trade 
has raised prices of cosmetics 8.6| 
per cent in the New York market; | 
drugs, 15.8 per cent; liquors, 11.8 
per cent; books, 17.6 per cent, and 
| miscellaneous items, 16 per cent. 
| 


Job to Be Done 


Henry C. Link, secretary, Psycho- | 
| logical Corporation, said that a sur- 
| vey among 10,000 consumers showed 
| that 40 per cent believe that adver- 
tising raises the price which must| 
be paid by the user, only 24 per 
| cent saying it reduces that price. | 
| “If a majority believes that ad-| 
vertising increases the price of 
| goods,” he said, “this is a vital fac- 
|tor affecting their good will toward 
advertising generally. Such a belief 
| represents a fertile background for | 
propaganda leading to a further 
destruction of confidence in adver- 
| tising and to further measures to 
| curtail its use.” 

As if to give emphasis to Dr. 
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Survey Proves 
Business Is Good 
in Cleveland 


New York, Sept. 27.—The people 
of Cleveland will spend more than 
$67,000,000 before Dec. 31 for com- 
modities and services not included 
in the ordinary running expenses 
of the home, Francis N. McGehee, 
advertising manager of the Cleve- 
land Press, told a group of adver- 
tising managers and agency men 
here today. 

His prediction was based on the 
results of a survey undertaken by 
the Cleveland Plan Committee to 
refute a series of published reports 
reflecting upon the economic condi- 
tion of the city. Questionnaires 
were distributed to 59,500 families, 
representing a cross section as to 
occupation, place of residence and 
income. These families were asked 
to state exactly what kind and how 
much merchandise, in 106 classifi- 
cations, they were planning to buy 
before January, 1939. 

Mr. McGehee disclosed the results 
of the survey in a series of lantern 
slides. At the close of the meeting, 
booklets were distributed contain- 


| Food Company, 


ing a complete summary. 


Three Name D’Evelyn 

D’Evelyn & Wadsworth, Inc., San 
|'Francisco, has been appointed to 
|handle advertising of the Pacific 
| Coast division of Old Trusty Dog 
Emeryville, Calif., 
for a campaign in grocery publica- 
tions; American Forge Company, 
Berkeley, for a business paper cam- 
paign, and Judson-Pacific Company, 
San Francisco, for a campaign in 
mining journals. 


Account to Garfinkel 

Log Cabin Baking Company, Oro- 
ville, Calif., has appointed Sidney 
Garfinkel Advertising Agency, San 


Francisco, to direct its account. 
Radio, newspapers, outdoor and 
point-of-sale advertising will be 


used. Donald S. Manchester has 
been named vice-president of the 
agency. 


Mahnken to Benedict 


William J. Mahnken has been ap- 
pointed secretary and general sales 
manager of Benedict Mfg. Company, 
East Syracuse, N. Y., manufacturer 
of silver plated ware and art metal 
goods. 


Form St. Louis Agency 
Wm. H. Hoelke and S. F. Martine 


have organized an_é advertising 
agency at 722 Chestnut street. St. 
Louis. 


South Africa 
Partial to 


Yankee Products 
New York, Sept. 27.—Advertisers 
in South Africa watch American | 
promotion carefully, and are quick 
to adopt methods which have 
proved successful here, William A. 
Stanford, of the Central News| 
Agency, Ltd., South Africa, said to- | 
day in an interview with ADVERTIs- | 
ING AGE. Mr. Stanford is spending | 
a few days in this country enroute | 
to his former home at Belfast, Lre- 
land. | 
Characterizing South African 
business as good, Mr. Stanford esti- 
mated that 85 per cent of the pub- 
lication advertising in that country | 
is placed in newspapers. There are | 
only a few magazines, and commer- | 
cial radio is forbidden within the | 
country. As in England, however, | 
commercial air programs are broad- 
cast from strategic points—in this | 
case Portugese East Africa —to| 
reach the South African people. 
“Advertisers can cover a part of | 
the country with radio but this me- | 
dium is not yet very important - 
South Africa,” he said. 
Central News Agency distributes | 


the country. 


October 6. 


Pacitie 


will create added reader 


Coust representatives 


The Best Issue 
of the Year 


The October issue of HOSPITAL MANAGEMENT 
will carry a full and complete report of the annual 
meetings of the American Hospital Association 
and allied organizations in Dallas last week. 
This convention is the highlight of the hospital 
year, attracting thousands of delegates to hear 
scores of papers and reports, as well as to examine 
the thousands of items of merchandise which are 
gathered together in the exhibit—one of the largest 
and most complete staged by any association in | white population. 
The report of the meeting in the October issue 
of HOSPITAL MANAGEMENT will be the first | 


| per cent of them 


brought to hospital readers by any publication... it 


interest 


extra value for advertising. 


It is still possible to get your message into this | 


ssue, but you must aet quickly. 


Hospital Management 


The National Magazine of Hospital Administration | 
100 E. Ohio St. 


,Chicago — 


Don Harwas & Co 


330 W. 42nd St., New York 


Tos Angeles and San Francises 


| 


| 


and unusual 


Forms close 


dy 


| been slow to realize 


| pointed manager of the 
jsearch department of Lord & 


FEATURES PREMIUM OFFER. 


hts worderfu 

what really fine 
gif’s you get f 
OCTAGON. 


COUPONS 


% BEAUTIFUL 
SOUP PLATES 


The premium value of Octagon coupons gets chief emphasis in a new point-of- 


sale display just released by Colgate-Palmolive-Peet Company. 


Brett Litho- 


graphic Company, Long Island City, N. Y., produced the job. 


newspapers and magazines w hich Joins Scheibner Agency 


are published independently, and | 


acts as wholesaler for a wide range | copy staff of Hugo Scheibner 
as well as performing | vertising, 
advertising | formerly 
American accounts which| Wilson Advertising Agency, 


of products, 
the function of an 
agency. 
the agency handles include Colgate- 
Palmolive - Peet, Chrysler, and 
Westclox. 


Division of Population 


The company, 
quarters 
branches, 


maintaining head- 
in Johannesburg, has 50 
of which only those in 


Capetown and Durban are equipped | 


to handle advertising. Johannes- 
burg is the country’s major market 
area, being in the heart of the rich 
gold deposits. It is a modern city, 
and boasts two 21l-story skyscrap- 
ers. 
The 


problem of advertising in 


South Africa is complicated by the | 


fact that the population is made up 
of approximately 2,000,000 whites 
and 8,000,000 natives. A few prod- 
ucts can be sold to the natives, but 
most advertising is directed at the 


American manufacturers already 


do a sizable business in South| 
Africa. Total volume of imports 
from this country in 1937 was 


nearly $100,000,000. The white pop- 
ulation of Johannesburg, about 
250,000, owns 60,000 automobiles, 80 
American made. 
Chrysler, Hudson, 
leaders in the field. 

manufacturers have 
the potentiali- 
the South African market, 
according to Mr. Stanford. Many 
started doing business in that coun- 


General Motors, 
and Ford are 
American 


ties of 


try only after receiving unsolicited 
orders. Most Americans, he said, 
have a mistaken idea about the cli- 
| mate, believing it a hot country. 
|**There is a market for topcoats in 
South Africa,” he said, “and cars 


| sometimes freeze up.” 


Mr. Stanford believes South 
Africa has possibilities as a tourist 
center. The government does some 
advertising in English newspapers 


but inland hotel accommodations 
will have to be developed further 
before a travel boom can be ex- 
pected. 

Melvin Advanced 

| Charles S. Melvin has been ap- 


market re- 


| Thom: is, Los Angeles, succeeding 
Ford Sammis, transferred to New 
York. Mr. Melvin had been assist- 


ant manager 


Glenda Shields has joined the 
Ad- 
She was 
Wilhelm-Conroy- 
San 


Los Angeles. 
with 


Antonio, Tex. 


Wood Resigns 

Earl Wood has resigned as assist- 
ant manager of the New England 
Press Association to become owner 
of Back Bay Leader, Boston weekly. 


MONEY SAVER! 


100 NEW SUBJECTS 
MONTHLY $5 
EYE*CATCHERS fair ly pars. 
with human interest situations '° 

y $5.00 


at or 
° _why pey more! 


ill line { business 
per month 
York's top model Hig h 
jraphy. Used by biggs 
vert er GLOSSY PRINT 
MATS Xm ibject 
W for FREE pro 


VV he 
Tal Subscripti 


EYE: CATCHERS 


10 E. 38th St.. New York 
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] Every one likes position “next to reading matter” be- 
) cause, generally speaking, advertising gets more attention 
when it appears in conjunction with editorial. 
| In the Market Data Book issue of Industrial Marketing, 
every advertiser gets position next to reading matter... 
and next to a full page of reading matter, at that, because 
no fractional page advertisements are accepted. 

But far more important than this position “next to 
reading matter” is the fact that every advertiser gets 
position next to reading matter that refers specifically 
and exclusively to his own business. That's an inherent 
feature of the issue, due to the manner in which it 


is made up. 


Still tl 
ll 
— 


Statistical material about any field of trade or indus- 


try and about the publications serving that field are inclu- 


=~ ~~ 


ded in a specific section of the volume, and all advertising 


ot publications serving that particular field appear in the 


Points you'll want te 
know about Food Industries 


Basomess Paper Cocrrvag 


If It’s Preferred Position 
You Want, We’ve Got It 


INDUSTRIAL MARKETING 


100 E. Ohio Street, Chicago 


Wi heT 


peers 
itt 


section. Thus the reader gets everything in one place: 
market data, media data, and media selling information. 
And the advertiser gets position “next to reading matter” 
that really means something... reading matter which 
definitely and specifically ties up with his own sales story. 

This carefully worked out style, of undoubted value 
to the reader, has another important advantage for the 


advertiser: 


He can do a hard selling job for his medium or serv- 
ice, without the need for wasting time or space on basic 
market data ... our editorial staff does that job for him . 4 
accurately and impartially in the text pages. 

Be sure to get your own position next to the right 


kind of reading matter in the 1939 edition of the Market 


q er : ee a A 
Ls Whe : a Col 
a <) e =) le aes, 


Data Book number. Then you know you'll have your 
sales story in the hands of your first-line prospects during 
all of the next 12 months. 


330 W. 42nd Street, New York 
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Borden Shows How 
to Stage Manage 
Sales Interview 


New York, Sept. 27. — Likening a 
selling point to a prize fighter’s 
punch in that both must hit to be 
effective, Richard C. Borden, assist- 
ant director of sales, The Borden 
Company, described and demon- 
strated to the Sales Executives Club 
of New York today a five-point 
plan to increase sales efficiency. 

Aided by Alvin Busse, a former 
associate of Mr. Borden’s on the 
New York University faculty and 
collaborator with Mr. Borden on a 
number of books and sales training 
films, the speaker re-enacted some 
of the sales clinching stunts em- 


CONSUMER APPEAL 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 


cost with largest bona fide list. 
tisement.) 


(Adver- 


Ct. Louis 


Full Time 
Radio Station 


ployed by the top-notch salesmen. 

“Say it with scenery” is rule 
number one in the Borden plan. 
“The simplest sort of ‘prop,’ or 
‘gimmick’ in stage parlance, can 
clinch a sale that would otherwise 
be lost,” he said. One of his illus- 
trations of the practical use of this 
principle was an ordinary collar 
which a gas station attendant used 
to sell a certain brand of oil by 
pointing out to customers that “any 
old oil could be as bad for a motor 
as an ill-fitting collar could be to 
an Adam’s apple.” 

“Magnify it by mass,” is rule 
number two. “Use the mass display 
technique successfully employed by 
stores,” Mr. Borden advised. To 
illustrate, he related the experience 
of a space salesman for the Chicago 
American who convinced his cus- 
tomer that the paper goes into high 
class homes by taking candid 
camera pictures of typical readers’ 
homes, and then showing the whole 
string of photos to the prospect. 

Make Prospect Work 


Other Borden rules for putting 
punch in a selling point are “spice 
it with curiosity, dramatize it with 
test, and make your prospect do 
the testing.’ Examples demon- 
strated included the egg salesmen 
who dropped an egg container on 
the floor to prove the strong con- 
struction of the package, and the 
pepper salesmen who made his 
prospect sniff his product to prove 
that only pepper containing impuri- 
ties makes people sneeze. 

Part two of the program was de- 
voted to the showing of the newest 
Borden-Busse sales training film, 
“How to Remember Names and 
Faces,” developed in collaboration 
with Robert H. Nutt, memory ex- 
pert. 

“The most persuasive word in the 
lexicon of selling is the name of 
your prospect,” declared Mr. Bor- 
den. Five ways in which a sales- 
man can fix a prospect’s name in 
his mind were given. 


Scripps- Howard 
Measures Market 
for New Cars 


New York, Sept. 28.—In line with 
optimistic sales predictions recently 
voiced by major automobile execu- 
tives, a currently released survey of 
Scripps-Howard Newspapers shows 
that 12.4 per cent of the car owners 
in 16 major cities are driving 
models of 1929 or earlier vintage. 

The automotive section of ‘‘Mar- 
ket Records,” issued by Scripps- 
Howard, reveals that of car owners 
in these 16 cities, but 22 per cent 
drive 1937 models. Other percent- 
ages for model years on the cars 
listed are 1936, 21.4 per cent; 1935, 
12.9 per cent; 1934, 9.4 per cent; 
1933, 6.1 per cent; 1932, 4.7 per cent; 
1931, 5.7 per cent and 1930, 5.4 
per cent. 

The Ford is again shown to be the 
most popular car in these cities. Of 
53,124 homes inventoried, 68.4 per 
cent reported ownership of 40,428 
automobiles. Leaders among this 
group are Ford, 23.5 per cent; Chev- 
rolet, 21.4 per cent; Plymouth, 11.5 
per cent; Dodge, 6.8 per cent; Buick, 
5.7 per cent, and Pontiac, 5.1 per 
cent. 

Ford ranked first in all but Co- 
lumbus, Evansville, Birmingham 
and Fort Worth, where it was out- 
paced by Chevrolet. Ford was also 
first among the separate classifica- 
tions for new and used cars. 

New car ownership was highest 
in Washington, D. C., with 70.7 per 
cent shown for that city. Used car 
ownership was highest in San Diego, 
where a percentage of 53.5 was 
recorded. 


Plymouth Slogan Scores 


Included is a table showing which 
cars were investigated by purchas- 
ers of both new and used models 
before the final decision was 
reached. Plymouth was successful 


in inducing a large number of pres- 
ent owners to “Try All Three” 
before buying the Plymouth. More 
than 26 per cent of present Ply- 
mouth owners (new cars) looked at 
a Ford first, while 30.8 per cent 
checked on the Chevrolet. 

However, new car figures indicate 
that this slogan might also be 
adaptable to all of the three makes. 
Of present Ford owners, 30.5 per 
cent looked first at a Chevrolet; 
26.6 per cent at a Plymouth. Of 
present Chevrolet owners, 31.7 per 
cent looked first at a Ford; 27.5 per 
cent at a Plymouth. 

This survey also analyzes future 
car preferences, gasoline and motor 
oil popularity in the various cities, 
and brand preferences on tires. 


Two Name Moore 


Hewes & Potter, Boston, spur ties, 
and Sands, Taylor & Wood Com- 
pany, Somerville, Mass., King 
Arthur flour, coffee and tea, have 
appointed H. L. Moore Company, 
Boston, to direct their advertising. 
E. C. Whittemore is account execu- 
tive. 


Plough Buys Breethem 


Plough, Inc., Memphis, Tenn., 
manufacturer of St. Joseph aspirin 
and Penetro products, has _ pur- 
chased Breethem, confection tablet 
for the breath, from Tennessee 
Products Company, Nashville. 
Lake-Spiro-Cohn, Memphis, is the 
Plough agency. 


Laine Joins Clark 

George W. Laine has been named 
head of copy and production for 
Darwin H. Clark Advertising 
Agency, Los Angeles. The agency 
has enlarged its offices at 541 S. 
Spring street. 


KTKC Joins Mutual 

Station KTKC, Visalia, Cal., has 
become a member of the Don Lee 
Broadcasting System, and an af- 
filiate of the Mutual Broadcasting 
System 


ee 


a 


|Maritime Copy 
Radio-Photoed 


to South America 


New York, Sept. 27.—Establish. 
ing a record for rushing foreign 
advertising copy into print, first 
copy of the “Good Neighbor Flee» 
of the U. S. Maritime Commission 
has already appeared in South 
American newspapers, within , 
fortnight of the appointment 
Dorland International to handle the 
foreign end of the account. 

Frequent insertions in 32 news. 
papers and 10 magazines are ap. 
pearing in three languages, English, 
Spanish, and Portuguese. Publica. 
tions in Argentina, Brazil, Chile 
and Uruguay are being used. 

Because of the desire to begin the 
campaign in South America as soon 
as possible, Dorland radio-photoed 
the first layout to Buenos Aires, 
whence it was cabled to other 
major cities without radio-photo 
service. No art was possible in the 
first insertion, but illustrations wil] 
support textual material in later 
copy. 

Arthur Kudner, Inc., is in charge 
of domestic advertising. Upwards 
of a score of newspapers in eight 
states and the District of Columbia 
are on the schedule. 


Joins Donahue & Coe 


Donahue & Coe, Inc., New York, 
has added Marjorie Hyndman to its 
copy staff. Miss Hyndman was for- 
merly with Geyer, Cornell & Newell, 
New York, and prior to that adver- 
tising manager for Arnold Constable 
& Co., New York. 


Gartield Heads Agency 


Sidney Garfield, formerly execu- 
tive vice-president and _ secretary, 
has been elected president of Hir- 
shon-Garfield, Inc., New York 
Arthur Hirshon, former president, 
has been named treasurer. 


~ KXOK offers anew approachto 
valuable sales in St. Louis, the na- | 

tion's eighth biggest market. An | 

entirely new station in this rich — 

_ market giving St. Louis new en- — 

_ tertainment, attracting new 

_ listeners —and making new sales | 

_ for its advertisers. With the | 

joe of a great publication, 

the St. Louis Star-Times, KXOK 

presents advertisers unequalled 

opportunities for reaching and 

ade the St. Louis cudhone v4 
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Direct Mail Clinics 
Star ‘Doctors 
from Many Fields 


‘Continued from Page 8) 
formerly known as “neighbor- 


age where 
5 ee St 


“te | 5 ee 


* lines,” but now comes under the 
© ore modern term of “good will.” 
: Although more adaptable to 
aller businesses, it is successfully 

used by large corporations, he 

' poi inted out, citing the Ferd spokes- 
nan, J. Cameron, and Marshall 
Field's Y wCaleb” as well known ex- 
mples. Mr. Cameron’s comments 


- those of “Caleb,” Mr. Higdon 
a said, ‘ re neighborliness in print.” 
® just as good will is a tangible 

usiness asset, so is the house mag- 

Bazine an important sales tool, Mr. 

Higdon emphasized, even though it 
.: not follow the technique of 
Meregular direct mail copy. House 
Minagazines, he said, are valuable in 
receding or following up the sales- 
nen, announcing new products, or 
hanges in the old. 


Higdon’s Ten Commandments 


Mr. Higdon’s ten commandments 
or house magazine editors included 
“don'ts.” Don’t pirate copy, 
eas or illustrations of other edi- 
vs. Don’t edit with shears and a 
Don’t fill the pages with 
and second-quality 
Don’t preach, lecture, 
with pride or view with 
. larm. Don’t ape newspapers, trade 
ublications or any other type of 
agazine. Don’t talk too much shop 
leave some of that for the sales- 
Don’t adhere to one set style 
make-up, type, etc. Don’t neglect 
importance of regular mailing 


ese 


a baste pot. 
s [pull articles 
- Photographs. 
mpoint 


y, ates. Don’t take all the credit for 
* magazine’s success. Don’t en- 
t ose order blanks or coupons with 


Me magazine. 
' Mr. Egner’s “Quick Re-acting 
ormula for Direct Selling,” was 
Simple and, as he frankly admitted, 
ot new. Direct selling copy, he 
eclared, must get attention, invoke 
esire, build conviction and secure 
Action. 
| While this isn’t always easy, Mr. 
gner emphasized that continued 
pepscation of these principles over 
period of years, plus a consistent 
heck on results, could yield a sys- 
em as nearly foolproof as possible. 
E. Kellenberger, advertising 
od Union Switch & Signal 
ew Swissvale, Pa., was chair- 
n of the industrial session and 
as assisted by W. J. Ramsey, ad- 
Nertising manager, Mathews (¢ on- 
= Company, Ellwood City, Pa. 
} 


discussion brought out the need for 
f lling the sales force on the value 
the advertising program in gen- 
ral. This can be done with direct 
mail material and dramatized skits 
Sbefore sales groups showing how 
he advertising program is tied in 
Bwith the sales plan and designed to 
Boake the selling job easier. 


Michigan Drops 
Liquor Quotas 


Until Revision 


Lansing, Mich., Sept. 27.—Edward 
W. McFarland, chairman of the 
State Liquor Control Commission, 
announced today that the commis- 
sion has suspended a sales quota 
system imposed on all brands of 
liquor sold by the state until re- 
vision which will require “probably 
until the first of the year.” 

The quotas were originally im- 
posed for the month of September 
with the threat that brands which 
did not meet quotas would be re- 
moved from the state price list. 
Agents of distillers objected and 


| Mr. McFarland said the commis- 
| sion has agreed to revise quotas, 

‘but that when this is done “each | 
| brand will have to stand on its own 
| feet or be dropped by the state.” 


Names Bauerlein 


The Orleans Levee Board, New 
Orleans agent for Louisiana in the 
development of Lake Vista, resi- 
dential subdivision on the shores of 
Lake Pontchartrain, has appointed 
Bauerlein, Inc., New Orleans, as ad- 
vertising counsel. 


Tait Appoints Best 


Frank Best & Co., New York, has 
been appointed by James W. Tait 
Company, investments, New York, 
to handle its advertising. News- 
papers and magazines will be used. 


“|New Monthly 
‘Will Blanket 
England's Homes 


tional magazine comparable to those | 


existing in the United States, adver- 
tisers here will create their own, 
with a free circulation of 9,450,000, 
certified by the postoffice. The name 
will be Yours. The sponsors call it 
a direct mail piece, rather than a 
magazine, however. 

A direct mail organization, 
Perry’s Mailing Services, Ltd., con- 


ruary, 1939, in two editions, 


, signed 
| classes above and below the $2,500 
‘income level. 
-each edition will vary and adver- 
| tising also may be altered to make 


London, Sept. 20.—Having no na- | 


ceived the idea of the new monthly. | 
The first issue will appear in Feb-' 


to appeal respectively to 


Editorial content of 


| the most effective appeal to each 
| income class. 
The magazine will contain 60 


pages, of which 35 will be editorial 
and the remaining 25 advertising. 
While some advertisers are said to 
have pledged their support to the 
new venture, the list will not be 
issued until it is complete. “The 
greatest names in British industry” 
will participate in the plan, accord- 
ing to Mr. Perry. 

He added that “the magazine’s 
basic plan will be grounded on 


de-| twelve basic human interests.” 


COLLINS 
MILEER & 
HUTCHINGS 
INC. 


THE Gold Group IN RADIO... 
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THE Gold Gro + OND 
7 : - ~— SALE< | . 

i ~ “"S POWER 
—— ————— 

woKo Albany KOMA . Oklahoma City 

WGST Atlanta WCAU Philadelphia 
WBAL . Baltimore WCAE Pittsburgh 
WGR-WKBW Buffalo KOIN . Portland, Ore. 
WCKY Cincinnati WRVA . Richmond, Va, 
WHK Cleveland WHAM . Rochester, N.Y. 
WHKC Columbus KDYL . Salt Lake City 

} wis Columbia, S.C. KTSA Sun Antonio 
KGKO Ft. Worth - Dallas KGB Sau Diego 

KMBC . Kansas City KFRC . Sau Francisco 
KLRA . . Little Rock KDB . Saute Barbara 
KHJ . Los Angeles KIRO Seattle 
WREC. . Memphis KWK . . St. Louis 
WwioD. . Miami KHQ-KGA . Spokane 
WISN Milwaukee WFBL . Syracuse 
WLAc . Nashville * Additional stations are being added 

regularly to complete the major mar- 
ket coverage of the United States. 


(aT ested Stations of the Nation’ 


N OCTOBER 1, 1938, an entirely new type of broad- 
() “took the air”! ... The World Tran- 
Tested stations —dominant in their 
markets, leaders in the civic life of their communities, 
and strong in sales effectiveness—now form radio’s new 
. the first coast-to-coast completely 
flexible-market group of radio stations! 


casting unit 
<cription System! 


“Gold Group” . . 


A NEW Step in Radio 


These tested stations now join with the World Broad- 
casting System in making available to advertisers a new 
plan for buying selected markets. The World Transcrip- 
tion System offers both the national and regional adver- 
tiser an opportunity to buy a flexible transcription 
campaign on a group basis, absorbing mechanical costs, 
in whole or in part, but maintaining all the flexibility 
and other desirable features of selective broadcasting. 


A NEW Medium for Advertisers 


Thus, today, the World Transcription System makes 
it possible to buy a selective campaign with the effi- 
ciency, control and economy of network broadcasting— 
Advertisers and their agen- 
cies will be interested in learning about the many sales 
advantages and budget savings this latest radio develop- 
ment offers and WBS invites their inquiries. Address 


World Broadcasting System, 711 Fifth Ave., New York. 


a great new step in radio! 


WORLD BROADCASTING SYSTEM 


ATLANTA * CHICAGO + NEW YORK + HOLLYWOOD * SAN FRANCISCO * WASHINGTON 


Range quality, because only World re- 
cords on Western Electric equipment, by 
the Western Electric Wide Range method. 


World's vertical-cut transcriptions ac- 
count for 70% of all sponsored radio re- 
cording. Only World delivers true Wide 


PHOTO-ENGRAVERS 
IN CHICAGO 
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Winning Mail 
Campaigns Shown 
at DMAA Conclave 


Current List Shows New 
Effort of Many 1937 


Leaders 
Chicago, Sept. 28.—The year’s 
pest in direct mail campaigns—the 
50 Direct Mail Leaders—were on 
view here today for the first time 
is the Direct Mail Advertising As- 
sociation opened its convention. 

Each campaign was displayed in 
book form on a special panel in the 
exhibit which accompanied the con- 
‘ention. These books, containing 
not only the direct mail pieces in 
the campaign, but other information 
is to its purposes, planning and cost 
were available to visitors at the) 
exhibit for close inspection and 
inalysis. 

The board of judges selecting the 
leaders included H. H. Simmons, | 
advertising manager of the Crane | 
Company; Brice Metcalfe, depart- 
ment «cf research and marketing, 
Lord & Thomas; A.W. Seiler, presi- 
dent of Cramer-Krasselt Company; 
George F. McKiernan, president of | 
George F. McKiernan Company, 
and G. D. Crain, Jr.. publisher of | 
ADVERTISING AGE. 

The list of winners, 


including, | 


. | 
unless obvious, the type of product | - 


ind campaign and the name of the 
executive in charge of the work, | 
is as follows: (Unless otherwise 
noted, this executive is the advertis- 
ing manager.) 

Abbott Laboratories—for its me- 


dicinal products, directed at the. 
medical profession, wholesale and} 

: , . 
retail pharmacists — Charles __ S.| 


Downs, advertising and sales pro-| 
motion manager. American Bem- 
berg Corporation—publicizing the} 
trade-mark of its Bemberg rayon to | 
store buying personnel—Theodore | 
Wood, director of advertising. 


Austenal Wins Again 


Austenal Laboratories—Vitallium, 
4 cobalt chromium = alloy—John} 


Mannion. Austin-Western Road 
Machinery Company—road building | 
machinery—R. G. Lund, assistant | 


advertising manager. Bakelite Cor- 
poration—for Bakelite 
directed at industrial buyers 
Brown. 

Bausch & Lomb—spectucle lenses 
and mountings—M. C. Williams. 
Canadian Industries, Ltd. 
phane 
Tractor 


Company—tractors, road 


| Lick Springs Hotel, C. K 


| division. 


materials, | 
Allen | 


cello- 
| 


machinery and_ diesel 
> C. Smith, assistant 
manager. Central 
Mutual Insurance 
Paul W 
secretary. 

Consolidated Edison 
automatic gas and 
Henry 


engines— 
advertising 
Manufacturers 
property insur- 
Purmort, assistant 


~ 


ance 
Company- 
Obermever, assistant 
president in charge of advertising 
and display. Croft, inc 
Gralin H. Chandler 
ber Compuny- -Toe-Action 
I. Eisbrouch, vice-president and)| 
manager of the tire 


flowers 


tires 


sales division. | 
Davenport Mills—Hum- 
Bird hosiery—R. A. Snow. |} 
Duplex Envelope Company—church 
offering Edgai D. 
Brooke. E. I. du Pont de Nemours | 
& Co.—cellophane—J. M. Cowan, 
advertising manager of the cello- 
phane division 
Fagle-Picher Sales Company 

home  insulation—FE. L. Gouedy. 
Thomas A. Edison, Inc.—-the Edi- 
phone—J. E. Sease, Ediphone divi- 
sion Flintkote Company—-building 
products—-L. Rohe Walter. French 
Dwinnell, 


Hosiery 
ming 


envelopes 


manager. 
General Electric Company—-street 
lighting equipment--C. H. Lang. | 
! 


Goodall Compans campaign to 


lsell its mailing pieces to dealers 


Elmer Ward, president 
Tire & Rubber Company of Canada 
for its house magazine. 


Goodyear 


“Goodyear 


News"—C. S. Watson 

M. A. Hanna Company—-Susque- | 
hanna anthracite—Frank G. Frey, 
sales promotion manage} Hart, 


Schaffner & Marx 
E. R. Richer, 


men’s clothing 
vice-president in 
charge of advertising Industrial 
Rayon Corporation, A. A. Schoen- 
berger, sales manager of the cloth 


Iron Fireman Mtg 
stokers for home and commercial 
use—-Dale Wylie, promotion 
manager. Kingan & Co.—for meat} 
products, directed at consumers— | 
John S. Kingan. B. Kuppenheimer | 
& Co.—men’s clothing—M. M. Leb- 
ensburger. 

McGraw-Hill 


Company 


sales 


Publishing Com- 
pany —cireulation building cam- | 
paign on Factory Management & 
Maintenance and other McGraw-} 
Hill publications-——J. FE. Carrig, as- 


sistant manager of the circulation | new telephones 


credit department 
for tive Merek products——-Douglas 
W. Coutlee, director of advertising 
Mills Novelty 
Mangan, director of advertising and 
merchandising. 

Minamax Wer- 
theimer. Monarch Lite Insurance 
Company, Jerome A. Young, assist- 
Mutual Broadcasting 
Robert A. Schmid, 


Company. John 


unt secretary. 


System, sales 


Spalding Black. Caterpillar} promotion manager. National} Loan League, John W. Ladd, divi- sional 
Company, FE. P. H.! 


Broadcasting 


water heating— | 
vice-| 


Dayton Rub-|} 


; stores 


| Nelson A. White. 
| surance 


Merck & Co, tegrte Register Company 


Company, James T.| 


Communist Copy mn - 
in College Paper : 
Due to Error 


Pittsburgh, Sept. 28.—-The Com- 
munist advertisement which ap- 
peared in the first fall issue of 
|*“Pitt News,” official paper of the 
University of Pittsburgh, Saturday, 
got in by error, Prof. Robert X. 
head of the department | 
of journalism, explained. Routine | 
handling and the fact that the paper | 


Graham, 


The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 4 


; “Representatives Available,” 30 cents a line, minimum charge $1 Tern 
was handled by faculty members] cash with order. te 
pending appointment of student All other classifications (single insertion rates): % in., $2.75; 1 to 3 j 


$4.75 per inch. Write for descriptive folder describing discounts for ter 
insertions. 


editors, were blamed. 

The advertisement carried a cou- 
pon which, clipped and returned 
to a New York address, would bring 


the iatest information on activities 
in Soviet Russia. If the reader| “IT WAS EASY TO | able. Record includes highly _ profit 
. on jable directgmail campaigns. Presep: 
wanted to spend $2, he was invited CONVINCE MY HUSBAND" j}emplover Hist reference. Age 32 
to subscribe to “Moscow News” or Box 1536, ADVERTISING AGE, Chg 
“Sovietland.” The latter was de- ioe bahay ss we | This guy SELLS space; 6 yrs, on met. 
color-illustrated home decorations and furnishings eee Ser 12 yrs. in advertising 
! d wants them carried out to his | PE ae: Fo + Er ae 
culture and art) ee ee ee | Box 1535, ADVERTISING AGB, Chg 
os ts oe ee a Ce ee 
his business and downtow: 
That's why we chose 


HOTELS & APARTMENTS POSITIONS WANTED 


CIRCULATION MANAGER of lending 
national trade publication now ayaj 


scribed as a 
monthly of the life. 
of the USRR.” 


Thomas F, Ethel 4, 


MeGrath and 


' ; . oe ; the Seneca for our permanent Ullery announce their resignatior 
James, promotion manager and ihanan l effective September 2, 1938, as offi 
John H. Dodge, commercial man- Mere le trely luxurious Living in cers and directors of McGrath Ey 


‘ Roaegen ‘ msl , ; . A es graving Corporation, 160 East Illinois 
ager of Stations WRC and WMAL. coms and suites decorated and Street, Chicane, Illinois. 


’ * ‘. furnished to your individual taste 
National Cash Register Company Sparkling, ultra-modern G, E : 
elect? Smart appoint MISCELLANEOUS 
nents popular cocktail loung ————— —— - — 
inique LBlackamoor Room And BELIEVE IT OR NOT! 

ill at moderate rentals — just Newest process reproduces illustrate: 


ctr kitchens 


selling its cash registers and ac- 
counting department 
director of 


systems 10 


Haig. 


George 


ninutes from the Loop. advertising literature, testimonials 
advertising. J. M. Ney Company we Verry, Managing Directo: b oo Buttotins, bene ge A. 
. ‘ ahs ou ana , wil wou prenest ‘ ‘ | i ‘ COM DOS! 

selling Ney’s gold to dentists and TORT MS peceswr: 


tion charges 
dental laboratories——-W. P. Conklin. 
Phoenix Metal Cap Company, H. J 


500 COPTES (S4%x11"%) $2.63 


SENECA HOTEL Additional hundred copies only 22 


Higdon 20) KAST CHESTNUT STREET All sizes supplied, 
Pontiac Motor Division of Gen- SUPerior 2380 Even lower pric mets rena aoe ‘ 
Send for tree informative booklet 
eral Motors Corporation, N. K. : 


| and samples 
Braasch, manager of sales promo- |= ee | Laurel Preeess, 488 Canali St. N. ¥. C. 
tion and group selling Provident | —— POSTTIONS W ANTED ___ jj In New York City and Metropolitar 
“— pve . ; _ | Publicity Director and Editor of well Areu, i trained | re ers will 
Mutual Life Company,! known organization seeking new con- | Call on request, Phone WAlKer 5-0527 
sli: © ife _| nection = re 
—«e: Life In YOU CAN USE THEM TOO! 
Company, R. C. Brown. : Tour siness needs se WO : 
i I or ae : Over 20 years advertising agency ex- _ ws nt 7 Doig = es — pi 
Ritter Dental Mfg. Company, Joseph | perience. 12 years in space and media | PUSINess bullders, ‘ . A 
“ pete: “"s i : P fhow other firms are using PHOT 
G Murphy |} department, rhorough knowledge all j CARDS t their adva tag 
—s Se , agency detail work and stenography. | AD-CARDS to — = > Peres 
RKO Radio Pictures, Leon J. Quick on figures. Know Classified ad- | Samples free. 
‘ ‘reer sole ion an} Vertising. Excellent referencees. GRAPHIC ARTS PHOTO SERVICE M 
Bamberger, sale gh erage roe Third & Market, Hamilton, Ohio ; 
Saratoga ullding & wand 

Corporation—-tor the Seaside and 
Senator Hotels—A. G. Towers. vice- 
president. Servel, Inc.—Servel re- 


tox 1537, ADVERTISING AGE, Cheo. | 

Nite Art Studios 
in Expansion 

frigerators—H. S. Boyle, sales pro- 

motion manager. 


*. 
Coming 
C ti | Nite Art Studios, Chicago, has 7 
|panded t WwW arters at 154 E 

Southern Bell onven 10nsS |g ” aan cio 
pany 


insurance 


Box 1534, ADVERTISING AGE, N. Y 


aver. 


Telephone Com- 
selling extension phones and 
E. V. Hungerford. 
Kant 
Slip business forms and the Regis- 


|Erie St. The telephone number, 
Superior 1017, is unchanged. 

R. D. Henriquez is the owner. His 
staff includes W. O. Victorine, Sam 4 
Bates, Howard James, C. A. Galt 


,vertising Typographers of America, 


Oct. 3-5. Annual convention, Ad- | 
Inc., Cavalier, Virginia Beach, Va. 


'and Melvin Hayes. 


i tration method for business ma- Oct. 3-6. Annual Mutual Insur- 
chines R E Alexander, advertis- ance Ad-Sales Conference. Hotel , 
}ing and sales promotion manager.| Syracuse, Syracuse, N. Y. James Shifts 


Sugar Beet Products Company 
| SBS-11, an industrial skin cleanser 
FE. N. Andrews. Toilet Laundries, 


Oct. 4-5. Annual meeting, Na-| E. P. H. James, sales promotio! 
tional Publishers Association, Sky- | Manager, Nationa] Broadcasting 
| top Lodge, Skytop, Pa. |Company, has been shifted from the 
Ltd.--Gold Seal Laundry service Oct. 7-8 cialis publicity to the sales department, 
| L. J. Smith, president and managing Genune Alph: Chi. nati 1 f ’ | where he will work under Roy C 
\director. United States Building & | @™™@ Alpha Chi, national profes- | witmer, vice-president in charge of 
advertising fraternity for) sales. Clayland T. Morgan will con- 
women, University of Southern Cal- tinue to head the publicity depart- 
ifornia, Los Angeles. iment as director of promotion. 

Oct. 8-9. Annual convention, Na- 


Annual 


Sion manager. 


SWELL! NOW LET'S DO SOME 
HAMMERING WITH BIG SPACE 
IN ADVERTISING AGE 


tional Advertising Agency Network, | 
rising Agency ork,|Molybdenum Agency 


| Washington, D. C. 

Oc yo i4. A o) ccececeeces. |,,Climax Molybdenum Compan) 
ng, iced ene nnual convention,’ New York, has appointed Donahv 
National Association of Retail Drug-| & Coe, Inc., New York, as agency 
gists, Hotel Sherman, Chicago. 


paper Advertising Executives Asso- 
ciation, Hotel La Salle, Chicago. 

Oct. 18-19. Fall convention, In- 
land Daily Press Association, Hotel | 
Sherman, Chicago. 

Oct. 19. Annual meeting, Agri- | 
cultural Publishers Association, Ho- | 
tel Stevens, Chicago 

Oct. 19. Fall conference, Associ- | 
ated Business Papers, Inc., Union| 
League Club, Chicago 


| 
Oct. 17-18. Fall convention, News- | 
| 


Oct. 20-21 Meeting of the Pa- 
citic Council, American Association 
of Advertising Agencies, Del Monte, 
Calif 

Oct. 20-21. Annual meeting, Audit 
Bureau of Circulations, Chicago. 
| Oct. 28-29. Annual convention, | 


'Tenth District, Advertising Federa- 
V Yow STATION 


tion of America, Fort Worth, Tex. 
Oct. 30-Nov. 3. Annual conven- 

' tion, Financial Advertisers Associa- | 5000 

| tion, Fort Worth, Tex warts 


Nov. 5-6. Midwest Intercity Con- K } ¥ 


. 
* 
= ference of Women’s Clubs, St. Louis. 


7 Nov. 14-16 Annual convention, 
t Life Advertisers Association, At- 


lantic City 


Salt Lake City N BC 
hol | Dec. 27-30. Annual convention, Representative aed 
American Marketing Association. john Blais & Co _ 
Det voit 
ry > 
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SEVENTY YEARS 


OF ADVERTISING 


Sherwin-Williams Has Been "Covering the Earth" with Paint Promotion| 


for Over Three Generations. ... . By G. D. CRAIN, JR. 


-HE famous Sherwin - Williams | 


the Earth” trade-mark 


| Cover 


+ saw the light of day in 1895, | 


George W. Ford, advertising 


nager 
But os company had been adver- 
sats e for over a quarter of a cen- 

before that, having started 
‘ejling paint users about its prod- 
its shortly after the business 
started in 1866. , 

It's a fair assumption, therefore, 
that the leadership of Sherwin- 
Williams in its industry —it sold 
-ey $100,000,000 worth of products 


1937 and returned a net profit to) 


ts stockholders of over $6,000,000, 
‘ter taxes—has some relationship 
, the continuity of the advertising 
ind promotion which has character- 
ed the business from the very be- 
sinning. 

” Some companies are fortunate in 
aving executive direction which is 
ot only aware of the importance 


n its profitable application to the 


business. Sherwin - Williams is in 


that class—another suggestion that | 


ts suecess and leadership are defi- 
nitely related to the unbroken pat- 
tern of advertising activities that 
as run through its history. 


Pioneer in Advertising 


Henry A. Sherwin, who founded 
the company 72 years ago, not only 
lieved in advertising, but designed 
ind wrote most of the advertising 
material which Sherwin - Williams 
ised at that time. The company has 
, room in which historical material 


at that time, designed it. | 


Sherwin-Williams was planned and 
carried forward under Walter H. 
Cottingham, Mr. Sherwin’s succes- 
sor as president. “Advertising is 
the life blood of business,” he as- 
serted, 


gram. 
“We got our dealers to make up 
lists of 
homes 
plains. 


needed painting,” 
“Our salesmen were ex- 


|pected to get these lists into our | 


hands—it was a definite part of 
their jobs. Then we _ promoted 
these names with our 
which carried actual chips of our 
paint colors, and also sent them let- 
ters with little envelopes of color 


| chips. 


“Our promotion department grew 


by leaps and bounds. We had doz- 
en of girls handling this work, 
which was expanded rapidly as 


- its effectiveness was demonstrated 
of advertising, but keenly interested | 


in the increasing business of the 
company. 


“Tf there is any one thing I can | 


think of that built our business, be- 


sides quality of products and able | 


men, it was this early promotion 
work. We have never ceased to use 
it and believe in it. Of course we 
are doing everything today on a 
much bigger scale, our Home Deco- 
|rator, for instance, having a distri- 
| bution of 3,000,000 copies a year. 

| “But it all follows the simple, di- 
rect way of putting something into 
the hands of the property owner 
who ought to paint, and it’s invari- 
ably over the dealer’s signature. 


relating to the business is pre-/ i’his kind of follow-up gets results 


served, and Mr. Sherwin’s personal 
production of booklets, catalogs, 


—you can’t get away from it.” 
Mr. Martin’s enthusiasm for ad- 


and made it an indispens- | 
able part of the development pro- | 


names of people whose | 
he ex-| 


calendar, | 


i 


version. 


mon-sense effort which is part of 
selling and works just as success- 
fully as any other kind of good 
salesmanship does. 
Sherwin-Williams’ insistence on 
promotion built around the dealer 
has been carried over into the na- 
tional advertising era which began 
in 1907. Although Sherwin - Wil- 
liams is one of the great names in 
the national advertising field, and 
reaches millions of buyers through 
campaigns in outdoor, magazines 
and radio, it has continued to bear 
down heavily on local promotion 
This end of 


some advertising reflects a keen and | pany, is thus based upon his feeling | the work is never on worse than 


alert promotional brain. 


The first great expansion era of!or hard to understand, but is a com-| tendency is to increase the em-|it in checking paint selling perform- | 


Trade Mork 
Registered 


Mr. Ford's original drawing of the Sherwin-Williams trade-mark with the modern 


Note his initials and the date on the drawing. 


phasis a bit. One of the few big 
manufacturers in the paint and var- 
nish field who sell direct to retail- 
ers, Sherwin-Williams has its fin- 
ger on the pulse of paint retailing 
in a very real sense. It has about 
7,500 dealers, representing hard- 
ware, exclusive paint, department 
and other stores which feature serv- 
ice to home owners, and watches 
their work in this field of merchan- 
dising very carefully. 

Like Sears, Roebuck & Co., who 
feels that 1 per cent of the agricul- 
tural income should represent its 
mail-order volume, Sherwin-Wil- 
liams has a measure of potential 


|that advertising is not mysterious ,|a 50-50 basis, and right now the business in the paint field, and uses 


ance. It regards $1 per capita per 
year as the measure of reasonable 
volume in this field, and can rate 
the success of dealer operations 
closely through the application of 
this figure to the population in each 
store’s trading zone. 


Paint Salesman Extraordinary 


C. M. Lemperly, who is now cele- 
brating his 25th anniversary as ad- 
vertising manager of the Sherwin- 
Williams Company, is primarily a 
paint man. He thinks, talks and 
sleeps paint, and he knows as much 
about paint merchandising as any- 
body in the country. He regards 
his work as a direct aid to sales, 
to be measured constantly by that 
yardstick. 

Sales and advertising are really 
a team at Sherwin-Williams. Not 
only is K. H. Wood, director of 
sales, a strong supporter of the ad- 
vertising program, but much of Mr. 
Lemperly’s advertising strategy is 
based on a constant study and anal- 
ysis of sales reports, classified by 
products and territories, which 
highlight the movement of the com- 
pany’s widely varied line of 20,000 
items, including many finishes sold 
| to industry. 

“We use national advertising to 
|keep our name before the public,” 
says Mr. Lemperly. “Our outdoor 
cutouts and signs keep our ‘Cover 
the Earth’ trade-mark before peo- 
ple constantly. When we use na- 
tional magazines we get into prod- 
ucts a little more, but the style is 
still pretty general. 

“With network radio we are en- 
tirely institutional, believing in 
bringing the listener the best we 
can produce in our ‘Metropolitan 
Opera Auditions’ on Sunday after- 
noons, and keeping our commercials 
down to a minimum. This restraint 
has brought us no end of compli- 
ments from listeners, although our 
sales department at times would 
like to have us pound away a little 
harder for sales. We believe our 
plan is best in the long run. 

(Continued on Page 37) 


*,..employment is gaining, notably in Birmingham” 


—THE NEW YORK TIMES 


ra rising 


The New York Times’ business reports speak glow- 


market 


ingly of conditions in Birmingham. 


“In the Birmingham area, between 6000 and 7000 
men have been returned to work in iron and steel 


operations during the present quarter... produc- 


tion is now estimated at from 50 to 55 percent 


of capacity.” (And, in all Metropolitan Birming- 


ham, that means high wages and vast purchasing power.) 


“Condition of most crops continues favorable.” (More busi- 


ness for more stores throughout the big Birmingham market.) 


One medium can carry your message into most Bir- 


mingham market homes—at low cost. It’s 


WAPI, Columbia’s station in the market. 

The most powerful station in the state and 
the only clear channel station in Alabama. Day 
and night, people are listening to WAPI. They 


will listen to your sales story. Listen and buy. 


WAPI BIRMINGHAM + 5000 WATTS 


The Voice of Alabama + Represented by Rapto Sates: New York + Chicago 


Detroit » Milwaukee + Charlotte,.N.C. + Los Angeles + San Francisco 
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R t il Li Jan. 29 ..  — t 
etail Linage Feb. 5. —13\Index o etai Activity i in mpor ant 
for Past Week ak edad i tats 
Feb. 19 ... teceeee — 68 
9.2 Below ‘37 Oe ee ar ets 
- % e10 March 5 Ss —14.8 | 
Chicago, Sept. 30.—For the week! March 12 . sees —16.6 | ) ad — . : ho 
: , il di Ba ail advertising volume in all newspapers in each city. 
ended Sept. 24, retail display adver-| March 19 ...... Tee —18.3 | sed on total retail a g 
tising in 79 important markets was] March 26 eee eee ee — 54,3 | ’ — . , 
9.2 per cent below the correspond-| April 2 ............ . — 09 (Copyright, 1938, by Advertising Publications, Inc.) 
* ing week of last year, according to} April 9 ...... ee — 53 ———— 
= the ADVERTISING AGF Index of Retail) April 16 ................ _ 93 
& 7 Activity. | April 23 OP —15.7 Gai Gait 
: Newspapers in the measured | April 30 . eee eee ee —10.8 hy- Week iu-Week iu- Week or Loss or Loss , 
it > Onna ar Period Period Period 1938 1938 Week Week 
a cities show a total of 20,703,374! May 7 . hee teratarcoters a Aad pt Dra 4 Ended ae ens Ended Ended 
. } . ended wnder wnde ove ove 4 
lines for the week reported against| May 14 . Pete e eee es 14.8 | City Sept. 26,1936 Sept. 25,1937 Sept. 24,1938 1936 1937 Sept. 25, 1937 Sept. 24, 1938 L 
22,799,515 lines for the compared] May 21 . renee eens —14.3 | Zikron, O. ......:.0-:- 11,933,840 12,520,337 8,842,946 —25.9 —29.4 344,736 205,072, _\ 
1937 week, a loss of 2,096,141 lines.| May 28 . pieeesesiercs —~PERURMeeee BR. ccs ccc 1. 4,758,572 5,163,732 1,016,031 -15.5 -22.2 154,518 nee —28.2 
Aided by this smaller than aver-| June 4 . see es __14.3| Atlanta, Ga, .......... 40,694,908 tet + fete ee we brag git 495 533 Yr 
. . : é Baltimore, Md. ....... 15,871,742 6,758,989 5,594,2 —1. —6.9 99,006 ‘ 
age decline, retail display volume}! June 11 ae -14.3 | “sn mre dg lalate 8644160 9'440.816 4 225,832 6.7 —2.3 2 53,330 ___ 243,460 
= for this year through the date re-| June ll ................ 14.9| Hoston, Mass. ........ 14,829,168 14,651,132 13,644,773 a i -6.9 486,801 604,154 -3 
ng ported showed a decline of 11.1 per) June 18 . bie 14.8) Bridgeport, Conn, .. 6,804,012 7,314,672 6,502,348 —4.4 —11.1 regen ng iy 
ce cent, an improvement of 0.2 per cent; June 25 ...............e-5- —16.9 | ee — a cocceces grit regres Peas — 16.3 cannes rege + 
“ie : PCRMEOR: Ba Bi. aidacess 3,001,100 2,998, 2,797,304 —5.! “wes ny as  . € 
k from the 11.3 per cent decline | July a satis . <a orcmes Renta meensees 9670940 3853388 3506 580 45 9.6 107,632 102,046 2 
: io shown at the end of the previous | July 9. a hi a mS ee eee . —14.4| Chattanooga, Tenn. ... 5,017,177 “4,744,648 1,633,080— —7.6 —3.8 127,885 203, r+ + ao : 
e week. July 16 ee UL ee err 21,960,638 24,270,567 22,420,816 + 2.1 —7.6 788,448 oe pes 16.1 
4 . i : . bey? 2 si Syigur ante 9008 205 924 03 =9 96 —14.6 4 347,02 18.6 
be al linage for the Index cities | , Of saul Cinctnnatt, ©. 2.066% 12,226,383 12,934,083 11,052,100 9.¢ 14.¢ 410 
Total lnag : . 3 Tei8 July 23 «11... eee eens, 7 13.9 | (4, veland, O. ......... 14,574,008 15,876,111 12,847,431 —afh.9 —39.1 $18,615 339,844 —18.8 
= through the date reported was} July 30 . seseceseeeeess 13.31] Columbus, O. ...... . ais | eheawade  — warmamenn peas ccaeea 277,971 ss 258,786 6.9 
% 669,746,707 against 753,531,358 lines| Aug, 6 ................... —13.1| Dallas, Tex. .......... 14,742,933 15,795,751 15,072,163 22 —4.6 489,681 442,378 —97 
: for the comparable period of last} Aug 13 .......... .., =e SB) Dayton, O: «..ccccsses SORE 0 11,448,544 9,259,906 —5.6 -19.1 $26,008 th te —11.7 
ar. ¢ cline } ines Po = | Se | 7,542,923 7,590,280 6,429,852 -14.%8 15.3 205,585 a8, —23.0 
year, a decline of 83,784,651 lines.) Aug. 20 ... rere Oli hee me 4692401 4812365 685,863 anf,3 —2.6 123,126 129,490 5.9 
Due to the devastating storm and) Aug. 27 ................... 13.1] netroit, Mich. 9.222102. 15,655,552 16,551,086 12,784,730 ~18.3 —22.8 05,076 8 8 
accompanying floods, linage figures} Sept. 3........... chve <P TE cosas: §6Gahehaee 8 ==» daaea 3 PERE rae vas 192,136 186,004 6 
ae. for Providence are unavailable for| sept. 10 ; : =. i. ee .eee 65,241,786 6,824,054 6,476,620 23.6 ~5.1 200,564 183,372 —8.6 
f the week reported and the com-! sept. 17 __ 9 q/| Evansville, Ind. .... 9,464,364 9,372,091 9,014,174 —4. —3.8 281,666 237,146 = =—15.8 
= P 7 | Sept. 17 ....... ; 12.3) all River, Mass. .... 2,561,351 2,597,022 2,342,918 8.5 —9.9 63,495 61,469 —3.2 
j pared week of last year.  PRCERE disedneiay Ter — 9.2! wiint. Mich. ws ee §©6,640,396 6,765,668 5,158,398 —22.3 —23.8 221,116 | 213,416 —3.5 J 
a Following is a table showing vari- | En the ottetntnes column is a tabu- | Fort Wayne, Ind. ~~ 8.842.306 8,772,806 7,765,569 6.9 11.; 244,972 208,614 14 4 
a ae ations from 1937 levels for each Oty, BRE accascaes 4,507,402 5,459,502 4,115,185 —8,4 —24.6 170,952 123,110 -28.0 
ete eid 1D es Plage lation showing individual linage Grand Rapids. Mict 8799 002 2'702'724 6292 268 “a's 18.3 132 386 196770 ° +486 [oe 
weekly period o lis year: figures for each city included in this) Greenville. SC 1.369.503 5,014,298 1,734,223 +8.3 5.6 152,138 155,972 +25 | j 
‘ae Srerree w.aeee — 08] Index Houston, Tex :, 10,758,764 12,119,968 12,117,876 12.6 373,030 324,212 Is. J 
eam. © is: - 2.4 Indianapolis, Ind 12,977,729 13,750,007 11,492,552 11.5 16.4 429,940 321,384 25.3 
an | : ‘ ’ 3 * 712 6.497 ) 95 5.8 165,35 173,376 4.9 
Jan. 15 . 3.7 Jacksonville, Fla 6,341,085 6,900,712 1,497 a4 2 % ag San . 
os nat . Jersey City, N. J. 1,745,555 1,715,537 1,498,661 14.2 12.7 13,206 47,086 ey 
Jan. 22 5.1|Hardison Advanced tah ig lg Sa 1805097 1980 880 » OTS. BTS 12 rz 14° 681 16,312 + 3.1 
: " £2.98 no . Tenn 7,157,297 7,478,268 7,357,719 2.8 1. 235,298 240,744 0.2 
—_ by “Farm Life Knoxville, Tent at kn oo Lon —_ ood an eT 5 
0: | : : little Rock, Ark. . 6.986.467 6,486,686 6,761,294 5.2 3.2 173,740 172,592 a 
cok H. C. Hardison, advertising man- | [.o. Angeles. Cal hex 19.202.554 17,162.97] 10.8 527,962 147,842 “15.2 
ager of Western Farm Life, Denver, | Louisville, Ky. ... rattan 11,752,855 10,310,340 : 12.3 353,438 297,850 1. 
a wot has been appointed general man-| lynn, Mass tees ; 7,457,072 7,409,108 », 730,632 23.2 22.7 a yn ete ih Sx 1 3 
WE SOLVE IT! ager. He has been with the paper | Manchester, N. OH - 8,599,891 2,427,460 - aot.eee — = hn ah tll 
aa Translations and publicity in all Foreign | for 20 years. | Memphis, Tenn, . .. 8,191,334 8,908,860 S.266,076 0.4 fe: regis tiga ak 2 ; 
Ps, Lunguages, Advertising Style. Com- RES te Ww; ae . | Milwaukee, Wis. : 10,952,298 12,727,396 10,930,156 -0.2 13.3 23,48 359,966 A t 
Oe ee position & Make-Up for all Languages. Euge ne M. Mc Kim Succes ds Mr. Minneapolis, Minn 10,986,662 10,925,304 UY TS4,.088 10.% 9. 308,590 314,893 2.4 "a 
pe and charge regularly ‘A for an Alpha.” | Hardison as advertising manager.) vy peaford. Mass 9’ 455.270 2'5 31.060 » 998 436 6.4 9.2 77,994 63,294 18.9 
GEORGE STAVROU He has been market research and | yew Haven. Conn 6,650,196 7,020,544 6,646,612 0.1 5.3 231,770 228,662 14 
132 Nassau St., New York, N. Y¥ merchandising director. New Orleans, La 14,364,715 14,892,977 13,646,882 5.0 —8.4 397,859 _ 368,585 7.4 
*New York. N. ¥ 16.716.990 17,974,529 $2,564,312 8.4 11.3 1,509,544 1,536,155 +18 
grooklyn, N. ¥ 015,870 1,883,877 3,653,482 27.2 25.2 126,352 119,857 2 
a CL Gt de Se OR a ke aa yt : Norfolk, Va 7,154,366 7,136,010 6. S20,688 1.7 $.4 219,786 177,072 19 
BG Boatt. Wee y: ed At i Oakland, Cal ; 5, 700,076 5.785.638 345,681 6.2 7.8 173,952 134,782 22 
: Oklahoma Citys Okla 8.206.447 9.084.726 8,737,167 L6 > S 262,262 221,158 7 
Peoria, Il & 008.611 8.593.488 7,447,014 7.4 13 243,649 224,525 7 
Philadelphia Vs 20,838,737 21,897,935 IS,UO4 87o Ss 13.2 687,256 643,542 6 
Phoenix Ariz ».459,188 5,350,156 5,643,930 + 3.4 - 5.5 140,588 39,160 1.6 
} **Pittsburgh, Pa 16,942,814 18,496,352 14,555,366 ~14.1 21.8 507,920 412,272 -—18.5 
Porthind, Gre S.904.551 4.632.016 S680,184 2 ag 303,296 281,148 a1 » 
iProvidetue it 1 %S61.144 e828 @=—Ssonkpawneew 06™CltC~«C l(t lc (t&$kCf OUCH ube 
Rending. Ta 6.862.772 8.011.772 HSSZ 508 0.2 14.5 282,044 203,966 a 
Richmond, Va 9 O37,.026 WV RE4 570 SSZS 008 ile 10.2 263,018 257,082 2.3 
SRochester, N.Y 13,546,375 123.136.2046 10.461,090 92.8 20.4 343,228 337,685 1.¢ 
‘s Roek Island-Moline 6,236,238 6,783,089. 6,311,032 +1.2 6.9 ~ 223,524 200,550 10.8 
aes Sacramento, Cal 6,557,471 6,540,922 878,128 10.4 10.1 189,616 229,392 20.9 
x a San Antonio, Tex $845,988 $875,615 1.646,484 —4.) 4.7 115,269 120,639 + 4,7 
i | San Diego, Cal 10.428 158 110.581.2236 “389,304 -10.% 11.3 283,472 271,628 $2 
% }tiSan Franciseo, Cal... 11,711,086 11,945,577 11,127,588 —5.9 —6.9 339,684 239,488 23. 
ia Seattle, Wash. .. 7,420,528 7,688,786 6,999,535 5.7 8.9 217,882 226,884 4.1 
4 |} South Bend, Ind 6,451,779 7,013,403 5,169,952 19.9 26.3 202,981 166,712 17.9 
= Spokane, Wash 5,542,873 5,843,838 406,240 2.i -7.5 177,114 171,136 3.4 
> St. Louis, Me 13,376,165 14,181,905 12,872,890 3.8 9.2 437,205 $26,310 2.0 
. St. Paul, Minn 9,599,732 9,027,811 8,326,392 13.3 7.8 297,451 270,459 9.1 
Pea Syracuse, N. ¥ 8.773.792 8,696,091 7,706,151 -12.2 11.4 263,655 243,460 7.7 
: ‘Tacoma, Wash 1,683,245 1,658,992 1,407,172 5.9 —5.4 134,680 131,740 2.2 
= Tampa, Fla 1,341,334 4,536,914 1,415,346 1.7 2.7 91,700 113,792 + 24.1 
ey Toronto, Ont., Can 14,754,642 14,352,154 12, 790,43% 63.3 10.4 400,682 360,185 10,1 
‘i ei Troy, N. ¥ 2 869.482 3,129,259 2 W58,816 +- 3.1 -5.5 94,318 75,628 —19.8 
; +. Tulsa, Okla 7,449,903 os 235,278 6,714,502 9.9 7.2 226,576 225,540 0.5 
: Bas Washington, TD. 97,257,815 7.407.501 24,913,052 8.8 ~9.1 746,550 701,673 6 0 
‘ Worcester, Mass 8,754,630 9.038.442 8,249,099 5.8 —§.7 282,975 233,156 —17.6 
] Youngstown. © H SBS BRO 6.798.707 405.518 20.7 20.4 210,210 155,410 26.1 
Total 689,307,235 753.531.358 66%,.746, 707 i. 11.1 292.799,515 20, 103 } 37 $ 9.2 
‘New York American discontinued June 24, 1937 
“ Brooklyn Times-Union discontinued June 8, 1937. 
E ‘Journal and Sunday American discontinued June §, 1937 
*Daily Ledger discontinued June 23, 19387 
‘Providence Tribune discontinued May 1, 1938 Due to storm and flood. figures for week not available Figures 
for 1936 and 1937 not ineluded in grand totals 
*No Pittsburgh evenine or Sunday papers published from June 17, 1938. to June 25, 1938, due to strike 
Local strike affecting retail linage. . 
There are a large number of concerns that 
render one type of service and do it weil... Coast Grocers odd numbers packed on many com- 
~ | modities? Every week 
= | 3. Has couponing proved practi- 16,075 bar 
E FAITHORN CORPORATIO ; ; ar and grill men, 
THE F N, ropoun ome eal and if so, which plan is the most 6.925 ’ P : 
, ‘ ackage store men in 
however, renders THREE DISTINCT TYPES Leading Questions | acceptable to all? 
| 4. What can be done to meet re- the East get and READ 
of service — ad-setting, engraving and Del Monte, Cal., Sept. 28.—aA| tailers’ objections to one-cent sales 
= question and answer hour was held! based on insufficient returns to 
— printing — and does them ALL equally by the California Retail Grocers | cover overhead? 
. and Merchants’ Associatio as : , t acturers i : 
well — with less effort and less cost. a nts Association last} 5. Why do manufacturers insist 
x |night, with the grocers providing | on forcing free deals upon retailers? 
a | the questions and Paul S. Willis, 6. Why do. grocery manufac- | 
| president, Associated Grocery Man-/| turers ignore fair trade acts” 
ufacturers of America, the answers. 
; | Mr. Willis essayed to give the 
| proper response to the following Whyte on Own | 
; a Cc Oo R P o R A T 1 Oo N | queries: C. Evers Whyte has formed the | 
ott 1. Why do manufacturers insist | Whyte-Art organization in Los An- | 
oo AD-SETTING « ENGRAVING ¢« PRINTING s geles. It was erroneously reported | 
_ ———— on introducing new sizes of their 
eS diaries wieich vacuit { recently that Mr. Whyte had joined | 
504 SHERMAN STREET + CHICAGO + WABASH 7820 products which result in confusion | chet Crank, Inc. 
“i to the public and greater capital | _ : — 
DAY AND NIGHT SERVICE investment for the retailer? | 
2. Why do manufacturers refuse , Frosonto, 
| to pack their merchandise in dozen | J MOowTetat 
s es |units (either one, two, three or four | poten 
¥ t= dozen to the case instead of the 
et J e , 
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Sherwin-Williams : 


October 3, 1938 


ADVERTISING AGE 


37 


PRICE TOO LOW 


WE ASKED 1000 MEN 
TO RATE THIS WHISKEY 


| fave ie the aatenishing Resalt: in their ‘ 
spinon Old Quaker — now 3 years 


‘Covers the Earth 
For 10 Years | 


(Continued from Page 35) 
But when it comes to the local | 
‘uation, we really go after the | 
<iness! The reason we don’t use 
nore specific sales approach in 

» national advertising is that 
st everybody is a prospect for 
»aint. nor is everybody in the mar- 
et every day or every week, as is 
with cigarettes, 


ld — ia worth om everage of over 
$1.00 more « quart than ifs actea! 


: . ae 
the case chewing a 


soft drinks, coffee, food prod- 


S 


on 


um, i = 
jets. ete. We have to hunt out| GER G@UAKER: ad ’ 
each prospect and work on him. STRAIGHT Bourbon WHISKEY HK best 8 
Too much national advertising, Te a = 
nder these conditions, invites 
aste. It has been our experience} Opinions of 1,000 men make copy for 


Old Quaker in newspaper campaign. 
(Story on Page 23.) 


hat the proper balance is some- 
vhere near 50-50 with reference to | 
our budget. In fact, right now we} oe 
ean about 60-40 in favor of local | ture than the quoted figure indi- 
Last year we stepped up | cates. 

However, the attitude of execu- 
nore support, particularly on signs, tives in the Cleveland headquarters, 
tore identification and cooperation | including Mr. Lemperly, is vo one 
sy direct mail and local newspaper |°f Pride in volume of expenditures, 
fer cag sie ‘but rather an effort to limit adver- 
tated tin ‘tising to the reasonable extent of 


support. ! 
our program to give our dealers still 


A.N. A. Is Told 
Significance 
of Investigation 


(Continued from Page 1) 
practice has an equal standing be- 
fore the Commission with the mer- 
chant whose business may have 
been injured by the unfair com- 
petitive methods of a_ dishonest 
competitor.” One of the chief pur- 
poses of the amendment, he de- 
clared, is “to protect the purchaser 
against his own lack of informa- 
tion.” 


Discuss Many Subjects 


Earlier in the week national ad- 


vited agency representatives de- 
voted themselves to discussions of 
copy-testing, slashing production 
costs, media measurement, agency 
relations, regulation of advertising, 
public relations and sponsored mo- 
tion pictures. A complete session 
was also devoted to the problems 
of industrial advertising. 


The copy-testing program con- 
|sisted of an analysis of three dif- 
| ferent methods currently in use, ex- 
|}pounded by Dr. George Gallup, 
| Young & Rubicam: John Caples, 
| Batten, Barton, Durstine & Osborn; 


| Pratt. 


Division of Appropriation 


|plain why the budget is highly re- 


“Building more store traffic for | 
dealers has helped build business 
‘or paint departments. Store mod- | 
ernization has been an important 
art of the cooperative and service 
program the past few years. Work | 
vith painting contractors also | 
comes in for a full share of adver- | 
tising support, and has a complete | 
set-up all its own in the budget. | 
So has the promotion of insecticides, 
of which the company is a large | 
producer.” 

That talk about helping the 
iealer build more store traffic isn’t 
ust a glittering generality, but | 
comes right out of the practical ex- 
perience of the company in study- 
ng dealer methods and in experi- 
nenting with retail sales ideas. The 
T. J. Maloney advertising agency, 
which handles Sherwin-Williams 
idvertising, has a paint store at 
New Rochelle, N. Y., in which retail 
tore methods and paint promotion 
deas are constantly tried out. While 
ihe company does not attempt to 
zeneralize from the experience in 
this one store, it does give point to 

study of what brings business 
nto the paint merchant's establish- 
nent. 

Sherwin-Williams is one of the 
country’s biggest advertisers. It 
does not ordinarily publish its ex- 
penditures, but those familiar with 
the company’s operations estimate | 


that the advertising budget is about | 
4 per cent of sales, or somewhere 
1 the neighborhood of $4,000,000 a | 
vear. Since a large part of the ex- | 
penditure is in local promotion, in 
hich the dealer pays a part of the 
cost, the Sherwin-Williams name 
d products are getting the benefit 

a substantially larger expendi- 


i 


oad 


FOR BETTER 
WINTER POSTING. 


Specify 


VAC-CUP-BAC 


| 


| 


REDUCES | 
UNSIGHTLY | 
FLAGGING 


WEST VInGINIA PULP & PAPER COMPANY 


MPA Meme mer tone kat ter Dome Coaagn. 
PON Lote Retin Prnmegne Ps S02 Mtarhet Senet, Soe Fomine Ca 


‘never allowed to run over it. 


for 


ithe personal letter, the color chip, 


| tional 


ition of virtually all departments of 


| CBS in Television 


|to broadcast programs 


| signed. 


| Joins “Star” 


telephone number is Vernon 5300. 


its practical value. That may ex- | 


spected, and why expenditures are 
In 
the fiscal year ending Aug. 31, 1938, 
instance, advertising expendi- 
tures were 99.5 per cent of the ap- 
propriation, which is about as 
closely as it is possible to approxi- 
mate budget figures in an operation 
of that size. 

And perhaps the most interesting 
thing in the Sherwin-Williams pic- 
ture is the proven fact that the com- 
pany has found as yet no substitute 
for the old direct promotion work, 


suggesting it’s time to paint up and 
to call at your local dealer for Sher- 
win- Williams paints. The plan 
worked in the 19th century, and it 
is working in the 20th. Backed up 
by a name that’s known, a brand 
preference established through na- 
advertising maintained for 
more than 30 years, this direct lo- 
cal work becomes constantly more 
productive and tangible. It’s the 
simple Sherwin-Williams formula 
for success. 


Program Board 
Formed by KDKA 


Station KDKA, Pittsburgh, has 


vertising executives and many in-| 


’/ de 
a7, 4 


— ———_—__ = 


and S. H. Giellerup, Marschalk & | 
Humorous skits were em-| 
ployed to drive home many of the | 
salient points involved. The ses- | 
sion was concluded by Dr. Henry | 
C. Link, of the Psychological | 
Corporation, who added fuel to} 
the controversy that has been} 
raging in advertising circles over | 
the worth of a “check-list” as a} 
means of evaluating copy, by as- 
serting that “emphasis on an ap- 
praisal list is dangerous because 
the whole progress of science in | 
advertising has been to substitute | 
the opinions of the consumer for 
the opinions of the expert.” He 
pointed out that all the testing) 
methods discussed by the three re- | 
search experts coincided with this | 
trend. 


| 
} 


Must Fit Occasion 


“The important thing about suc- 
cessful advertising,’ Dr. Link ob- 
served, “is not—‘How good is it on 
a scale of points which is used to 
measure all advertising?’ but ‘How 
good is it in the particular situa- 
tion and time for which it is in- 
tended?’ ’’ He added that the adver- 
tiser’s great problem is to get one | 
good point into an advertisement, | 
not 25 relatively good points. The | 
more points the advertiser tries to | 


fewer good points the consume: 
may get out of that advertisement. 

A warning that during 1939 more 
state legislatures may attempt to 
pass bills making state trade-mark 
registration mandatory was sounded 
by G. S. McMillan, secretary of the 
association. This type of bill, in- 
troduced unsuccessfully in 12 legis- 
latures to date, will probably be on 
the dockets of several of the 44 
state legislatures that will meet 
next year, he predicted, urging ad- 
vertisers to throw their full weight 
against such legislation. 


Members Are Optimistic 


A fair amount of optimism was 
expressed at the convention over 
prospects for the coming year. 


| Members, whose annual advertising 


expenditures were estimated at 
$300,000,000, indicated that fall bud- 
gets will make up for some of the 
letdown experienced earlier in the 
year, although expenditures for all 
of 1938 will probably be about 15 
per cent below 1937. 


“Babies” on Market 


George Zifferblatt Company. 
Philadelphia, is introducing Haban- 
ello Babies, a new five-cent cigar. 
May Advertising, Inc., is in charge. 
Newspapers and spot radio will be 


get into his copy, he remarked, the | used. 


WHATS THIS ? 
Looxs iieresive /” 


formed a new program board, 
which will hold weekly meetings 
to discuss ideas. 

The board includes representa- 
the station. 


Columbia Broadcasting System 
has begun installation of a tele-| 


A STRIKING 


for a hard-hitting sales message 


“PACKAGE” 


vision transmitter in the tower of | 
the Chrysler building, New York, | 
from the) 
studio in the Grand Central Term- 
inal building. The station will op- 
erate as W2XAX. 


Northrup Promoted 


KE two products of equal 

merit on a counter. Which 
sells faster? It’s the one whose 
package catches the eye and says: 
“‘Here’s a good product.” 


Graham-Paige Motors Corpora- Take two booklets... or cata- 
tion has appointed William G. , > 
Northrup Western sales manager, logs. Which one goes places? Isn’t 


with headquarters in San Francisco. 


it the one with a cover that makes 
He succeeds Del N. Larson, re- 


the reader say: ‘“‘Hello! What’s 
this? Looks interesting!” 

If you want your booklet and 
catalog to win and hold atten- 
tion, specify Hammermil! Cover. 
Its rich, brilliant colors make a 


Philip J. Kruidenier has joined 
the classified advertising depart- 
ment of the Minneapolis Star. He 
was formerly with General Motors 


Acceptz ion, Sout sas : 
eae ind. eaten = striking background for designs 
~—————_. that catch the eye, invite reading. 
Samson Expands 
Samson Advertising and Mer- 


chandising Service, Baltimore, has 
abandoned its conventional quarters 
in favor of a Colonial style dwelling 
at 733 N. Eutaw street. The new 


MASA Moves 

Mail Advertising Service Associ- 
ation has moved its headquarters 
from New York to Park avenue 
bldg., Detroit. 


More than twenty years of serv- 
ice prove it has the strength and 
durability to keep your message 
alive and selling. 


You will save money by stand- 
ardizing on Hammermill Cover. 
Its easy printability means sizable 
savings in the pressroom. And it 
gives you the additional economy 
of work-and-turn printing be- 
cause it is alike on both sides in 
color and printing qualities. The 
moderate price of Hammermill 
Cover is based on large-scale pro- 
duction made possible by nation- 
wide distribution. 


Hammermill Paper Company, Erie, Pa. 


MAIL COUPON for the 6x9 sample 
book of Hammermill Cover Papers. 
Its 48 pages are tab-indexed for easy 
reference. Helps you visualize quickly 
colors, weights and finishes of the 712 
items in which Hammermill Cover 
can be obtained by your printer. Send 
the coupon for your free copy now. 


FPS OS SSSSOSSSSSSSHSSSSSS4 -—— eee me me mee 


AAA 


Please send me, without charge, che sample book 
of Hammermill Cover Papers 
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(Please attach to your business letterhead) 
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400 N ewspapers 
Carry Vick’'s 


used heavy spotlight newspaper ad- 
vertising last Sunday for its Seth 
Parker program on the Blue net- 


Company, will repeat the insertions 


papers get the radio copy, which 
supplements the regular Vick news- 


action with 


Point-of-sale material was widely 
distributed to help build an imme- | 
audience for the new pro- 
gram. The list included 20,000 win- 
dow stickers, 15,000 counter cards, 


National 


Walter Lloyd 
space buyer foi 


Lloyd Leaves Foley 
has resigned as 
Richard A. Foley 


post he held for eight years. 


Company. 


Now-KMOX leads by over 500%! 


Since 1932, every study of radio 
listening in St. Louis has stamped 
KMOX as the undisputed champion 
..-first among listeners, first among 
dealers and first among advertisers. 
Now—two of the most exhaustive 
studies of radio listening habits ever 
made in St. Louis: the Crossley, Inc.* 
coincidental survey among 45,691 
St. Louis radio listeners and the 
Irwin & Irwin** coincidental study 
among listeners in the outside area. 
Crossley found, in St. Louis, that 
KMOX won 6 times as many “first 
places” by half-hours—on a 7 day, 
day and night average —as all other 


St. Louis stations combined. And the 


Irwin & Irwin study reveals 707% 
more votes for KMOX in the “back 
country” than tor the next ranking 
St. Louis station...357% more than 
for all other St. Louis stations. 

Since 1932, more radio homes have 
listened for more hours to KMOX 
than to any other station in all the 
market. Undisputed leadership—and 
far-flung 50,000-watt coverage. 
That’s why you can reach more lis- 
teners at very much less cost-per- 


listener when you use KMOX. 


*14 hours of the day,7 days of the week of April 
3, 1938. **In 7 typical Missouri and Illinois 
communities, 85 to 125 miles from St. Louis, 
selected by leading brokers and manufacturers’ 
agents —week of Abril 3, 1938. 


50,000 WATTS * ST. LOUIS e A CBS STATION 


Owned and operated by the Columbia Broadcasting System. 


ty : ~ Represented by Rapio Sates: New York, Charlotte, N. C., 


Chicago, Detroit, Milwaukee, Los Angeles, San Francisco 


SEVEN YEARS AND SEVEN TIMES 


| copy, all cost of placing the adver- 


Peabody is one of the major pro-|tisement or mailing piece being 
ducing units in this country, selling | borne by the dealer. 
Advertising Agency, Philadelphia, a | its coal in 19 states. Its advertising 
problem is difficult because coal is 


Humor for Newspapers 


Humor and a_semi-testimonial 
slant appear prominently in this 
/ branch of Peabody advertising. 
| Rarely is the product itself pictured. 
| A sample insertion, for instance, 
| presents in cartoon style one lad 
‘complaining to another: “What a 
| swell racket! A quarter a week for 
takin’ out the ashes and this year 
we’re burning Red Comet.” The 
explanation lies in the fact that the 
complainer’s papa has_ purchased 
Peabody coal which leaves so little 
ash that the son is deprived of his 
income. 

Another piece of newspaper copy 
“quotes” a tom cat sitting in con- 
clave with his pals: “I’m moving 
across the street to Mr. Wiser—-He’s 
using Great Heart coal this winter.” 

These humorous illustrations and 
tag lines pave the way for copy in 
a more serious vein stressing in 
non-technical terms the heating 
qualities of Peabody’s several types 
of coal. 

All Peabody dealers are expected 
to make use of company prepared 
copy in their advertising efforts. 
Peabody’s check upon the efficiency 
of various pieces of copy is deter- 
mined chiefly by the demand expe- 
rienced from dealers. An effective 
piece of copy may be available for 
as long as three seasons. 

Copy aimed at coal dealers is 
somewhat more technical in nature, 
stressing Peabody’s 7-Step S-P 
method of hydro washing, advanced 
as a process which “extracts im- 
purities, strengthens heating power 
and raises efficiency.” Attention is 
also given in this copy to the pro- 
motional material available to Pea- 
body dealers. 

Stoker copy presents a more diffi- 
cult task, it was explained. Admit- 
ting that a recommendation by the 
stoker salesman to the consumer 
purchasing his equipment might 
create a long time Peabody cus- 
tomer, company executives pointed 
out that it would also bring down 
the ire of other coal dealers on the 
stoker distributer, and probably 
create ill will toward Peabody. 
Copy for stoker dealers does how- 
ever predict that additional prospects 
can be obtained more easily from 
stoker owners whose equipment is 
operating at peak efficiency. This 
leads into the story of the value of 
Peabody coals in stoker operation. 

The primary value of this phase 
of Peabody advertising is held to 
be in familiarizing the stoker dealer 
and perhaps his next customer with 
the Peabody name and story. 


Aimed at Profit Motive 


Industrial copy aims straight at 
the profit motive. One insertion is 
headed “Steam Plants by the hun- 
dreds use only Concentrated Coal.” 
Advantages are tersely stated: 
lower fuel consumption; reduced 
ash eontent which in turn cuts 
freight, labor and disposal costs; 
decreasing of boiler outage time as 
a result of cleaner heating services, 
and increasing possible boiler 
ratings because of machine made 
improved quality and sizing. 

Peabody’s media list, in addition 
to the many newspapers used by its 
dealers, is a varied one. It includes 
many of the coal trade publications, 
the Stoker & Air Conditioning Jour- 
nal, Chicano Journal of Commerce 
and Commerce. 


— - 
land 21,000 window displays, all fea- s 8 « la commodity the sale of which de- : » : 
‘turing photographs of the central Coal Advertising iS _pends upon fulfillment of an already Heiskell Retires 
‘character. In addition, banners | existent need rather than creation Ss H t ’ 
printed on silk screen are being | of a desire to buy. Market terri- a arvesiers 
° carried by all Vick trucks. F Ph T k | tory, moreover, is determined to a = 32 
Spotlight Copy The regular Vick winter cam- Our- ase as |large extent by factors outside the Advertising Head 
Greensboro, N. C., Sept. 28.—|paign will provide for use of 1,500 'realm of advertising. Chicago, Sept. 29.—Retirement ,, 
Vick Chemical Company, which |®€wspapers. Morse International, The four major phases of the|Frank W. Heiskell as advertisin, 
Inc., New York, is the agency. or @d 0 y ‘Peabody program include copy | manager of the International },,. 
eienoaenaae /aimed at coal dealers, stoker deal-|vester Company, after 45 years of 
. | Chicago, Sept. 28.—The technique | ers, industrial buyers and the con-| service with it and the McCormig, 
Broadcasting Adolf Heads Promotion _|of using business papers, newspa- | suming public. <u Harvesting Machine Company, y, 
Columbia ——— ores u eh pers and direct mail in a four-phase| The latter classification consists | announced yesterday by C. R. Mor. 
next Sunday. More than 400 news- ee ee” eee City, oe advertising program for a product | largely of anche tie tat er +4 one ee ee Mr. Heiske| 
pointed Louis L. Adolf as head of | which lends itself with but little | direct mail prepared by the com-| wi e succeeded as advertisin, 
its newly created sales promotion | adequacy to the visual portrayal] | PAany but placed through its many | manager Oct. 1 by A. C. Seyfarth 3 
paper campaign which swings into | department. Mr. Adolf will also di-| and dramatization accorded other | dealers. Dealers are given a fairly) at present assistant advertising I 
the advent of cold |rect sales and advertising. ‘products was outlined here today by | free hand in the selection of this | manager. Bo 
‘executives of the Peabody Coal| Material. It is not cooperative Mr. Heiskell’s entire busines i 


| career was given to the service y i 
the McCormick Harvesting Machin. [iM 
Company and the Internation, 
Harvester Company. On Aug, | 
1938, he rounded out his 25th yey 
as advertising manager of the Hay. 
vester company. In his long super. 
vision of the company’s advertising 
he built the department from , 
comparatively small unit to one 
the company’s most important divi. 
sions. 

During Mr. Heiskell’s period a; 
advertising manager, he helped 
evolve the advertising and selling 
technique of several important ney — 
Harvester products, the motor truck 
the farm tractor, the harvester. 
thresher, and _ industrial power 
equipment. 


Started in 1893 


Mr. Heiskell entered the emplo : 
of the McCormick Harvesting Ma- § 
chine Company at the Indianapolis | 
branch in June, 1893. He was as- | 
sistant to the branch manager at § 
Indianapolis when he _ interrupted § 
his service to enter the army during § 
the Spanish-American war. In 1899 
he returned to the Indianapolis e 
branch. In 1905 he was transferred 
to Fort Wayne as assistant branc 
|manager. After further service at 
Akron and East St. Louis, in estab- 
lishing transfer agencies, and in th 
Indianapolis branch, he was brought 
to Chicago and made assistant ad- 
vertising manager Oct. 1, 1911, be- 
coming advertising manager Aug. ], 
1913. 

Mr. Seyfarth, widely known in 
the advertising profession, entered 
the employ of the Harvester Com- | 
pany in 1904 after attending the 
University of Michigan and _ the 
University of Chicago, and after 
working for a short time as an ad- 
vertising solicitor. His first job with 
the company was as a_ Catalog 
writer. Successive promotions ad- 
vanced him to chief catalog writer 
and copy chief, where he was if 
charge of all advertising copy pre 
duction. He became assistant ad- 
vertising manager in 1913. 


Vigorous Promotion 
for Mayflower 


Mayflower-Lewis Corporation, St 
Paul, is planning an aggressive cam 
paign for its new Mayflower humidi- 
fied-inhalator. Business papers 
will be used to reach the medica 
hospital, plumbing, metal and elec 
trical fields. 

Harold S. Chamberlain Adverts 
ing Agency, St. Paul, is in charge. 


“Mobile Times” 
Changes Ownership 


C. E. Marsh and associates hav 
sold the Mobile Times to E 
Sharp, Carl E. Smith and W. $ 
Czschach. 

Mr. Smith, formerly with t 
Mobile Press-Register, will be ad- 
vertising manager. 


Grapefruit Copy 
to Appear Earlier 


The 1939 campaign on cannee 
grapefruit will start Jan. 15, t 
Florida Citrus Commission decid , 
Arthur Kudner, Inc., is the agen: 

Last year the campaign did ™® 
get under way until April. 


Foley for Pies 

Mrs. Smith Pie Company, Phile- 
delphia, has placed its advertisi®® 
account with Richard A. Foley A 
vertising Agency, Philadelph* 
Lawrence I. Everling is account © 
ecutive. Newspapers and ‘tr 
papers will be used. 
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PHOTOGRAPHIC REVIEW parr oe 
: OF THE WEEK i 


WESTINGHOUSE FAIR DISPLAY TO SHOW RELEASE OF HOUSEWIFE 


r the § Games BETTER i 
wh PC’ RADIO TUBES A 


OL MBIA 


YALE t 
MICHIGAN MICHIGAN STATE 
MINNESOTA NEBRASKA 
TULANE A BURN 


OHIO STATE TIDIANA 
STANFORD SANTA CLARA 
WASHINGTON STA'E CALIF. 


a + 
Herc triie’ Mere us tenn 
* tr enn wset & te 48 


SENSITIVE RADIO TUBE 


Hayden Hayden painted this football window display for RCA Manufacturing 
Company in behalf of RCA Radiotrons, its radio tubes. A schedule of the 


a The Hall of Power and Electrical Living will be the titles of these structures. The fountain in the center will play a syn- week's important football qames is posted weekly with the advice to “Hear the 
ch chronous symphony of color, sound and water. big games better with RCA radio tubes." 

ib- 

= DIRECT MAIL EXPERTS STAGE 21ST ANNUAL CONVENTION IN CHICAGO 

d- . 


jae 
Ee at 


Two of the 50 direct mail leaders of 1938 talk it over: James Mannion, 
Austenal Laboratories, Chicago, and Douglas W. Coutlee, director of 
advertising, Merck & Co., Rahway, N. J. 


vice-presiden h - i 
MAA pranericen Type Founders He sen . Heitkamp 
tis ent, as the convention gets ender ien, and 
Way. 
. Shop talk after the first session 
: occupies J. Donald Smith (left), 
. assistant sales promotion man- 
ager, York Ice Machinery Cor- 
e poration, York, Pa.; Glen Bron- 
f son, Bronson Shoe Company, 
Minneapolis, and Homer Buck- 
ley, Buckley, Dement & Co., Chi- 
cago, first president of the 
DMAA 2! years ago. 
* 
ic 
led : | 
icy 
not 2 
At right, inspecting the conven- 
tion exhibit, is John Ladd, U. S. 

; Building and Loan League and : 
ila : o.. first vice-president of the Direct mys 
Ink “4 Mail Advertising Club of Chi- 

44- Waiting for the luncheon bell are Herbert Strauss, Riggs Optical Company, and cago, with Bradley Edelblut, 
sia President, Direct Mail Advertising Club of Chicago; Paul S. Van Auken, Stevens Judd & Detweiler, Washington, 
ex “otel: J. C. Aspley, Dartnell Corporation; B. G. Macfarlane, LaSalle Extension Uni- D. C., and F. J. Schneller, ac- 
ade . remy; George F. McKiernan, George F. McKiernan & Co.; D. J. Collins, LaSalle count executive of Cramer-Kras- 
‘tension, and P. G. Cherry, Might Directories, Toronto, Canadian vice-president selt Company, Milwaukee. 
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HIS is the tool with which one man 
T, one minute—can stamp out ten 
million sharp, lasting impressions. Each 
different. Each perfect. 

A man talks into this microphone 
about an automobile. Instantly, at the 
other end of the mike, the minds of ten 
million people paint the most exciting 
automobile pictures in the world! For each 


listener sees himself in a car—in a model 


he wants—in the colors /e likes best. 


Our Ale 


That is radio’s power; its power to 
paint personalized pictures in the mind; 
its power to fire the imagination of the 
millions of people it reaches. 

Eighteen hundred years ago, Pliny said: 
The living voice moves men.” It moves 
merchandise, too. And if you have not 
seen the most recent facts on radio’s 
ability to picture and se// automobiles, 
as it sells silver and soap and cigarettes, 


may we send them to you? 


Columbia Broadcasting System 
THE WORLD'S LARGEST RADIO NETWORK 
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